Perspectives Summer 2002 by Blue Cross and Blue Shield of Florida, Inc.
• 
� m 
�, ' I• 
.I , .,. 
., 
'; ' 
. ' , I ,. . 
; . . ... ,, ,. t ' , 
; '., ,, /t . ; 
�.(' J f • , 
; / ' f f' ¾ .J, } , t 
,. /· t...·.· V ·' "'.I. . . :,. f . F. � ,: ,•,· 
i . . i ,�· • 
� \ ·" r i 
. , I ' � f 
""'""' l ". . � ...  . t ;.· . 
# 'I 'I" ; ;,:.f· . 'i . ... �1 - � • & . , 
�N(Q, ' I .• I • 
l!L�, ,LYojK FtOTR ,..,re· , , ,. //.#11 t Js ,. ·' � •, -� . ✓ , • ,. • j . . u� '" ' ., • . . JI :: '� .:. - • I ' I . <t ·-t· 
I 
�- • �j:;_t' ," :t'  •. \ • • , .- fl: • , � • � .. ' •"• • b .• ,�-•· • r I , * � ·t !,lit,'" ...... �. . ·•.... . " , J.I � j- . ,; , ,',. f;,,.,. -; • •- ,'.�;, .... �> :�. ·,..{ ','°OI. 1'• • � ., · ( -,� .. -�· • _ • _,,,.,,.,�11 , 7 • I -...;, �•. . .:. . • • ,. • •· !J!r'�' _, •· I � � Ii • ..._, • ("' ·• _.. • .... Ir • l , ..., • • � r . 'I,; 
\�� ',{��,� ,:::�1·' J.'i,. � .\; :::�� '. �-r:J!il .', ;.. ., . u \411 �' ' 
n a.. /�tin\ ... •-..- �J ..,_ __ \"",U. • • .. •r, •J I' il f!'. � ; ' .�- _ ... r; .. ��-·�f · � -.}�.-:-
1
·· �-ri�sf,,·���r·. . l/' •� .. • 'f if , ·� �., � . '(:•;1;,.,i,,# i.;'..,�l .,. ,,_, # 
,
� ,at.• • !Af•>· , • .I!�,, 
•,.:..l,ey�.•, •-y• rr f ., -�� �� 'v• · \' ' .:. " 'If· j.,, ,.,,:!• ·•:g'' I , � l , f \ • �•• • • . • ', .,lit, 1 
• 4 :-,�• ..; t k • 
' . 
. � •< • • 1� • I • � '. ' f ' ', l . • ·",- •r . •:fl ,t, ,, �•�.... j ,! I .. t' ·• . '' Ci ' . .,... i,:;;,s a�d •. ,Blue·Sh1eld of Flonda1 }nc ;i)n_Jnq,�n{le�i�r'rtS�!)� ue Cross and Blae Shfeld As'!tc1ation. ,, ll 1 '.>'\ ., ... , ·�--��- .t1fL,..,,,,.�-.,r•,,7._.J..-l:___'._____'."_��..,.. J'. t �I. 1..._ o1 "' ' '°'1 
• .. 
BlueCross BlueShield 
11!1 of Florida . . 
CHRIS BARSANTI 
XVZ l.23 45 b 71!'! 






tble plans from Blue Cross and Blue Shield of Florida, you can give your employees health care cover­
vs you understand what's important to them. We have more than 50 years experience helping Florida fam­
stomer service representatives dedicated to answering the questions your employees have about their 
► you don't have to. For more information, call your local representative or insurance agent, or visit 
cbsfl.com. The best health plan is the one you don't have to think about.-
www.bcbsfl.com 
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Our enterprise strategic direction guides\the enterprise in achieving future 
success through its four key elements - our values, our mission, our vision 
and our areas of excellence. As an independent, policyholder-owned Blue 
Plan, BCSBF has a unique role in advancing the health and well-being of 
Florida's citizens. We will support the delivery of high-quality care and will go 
beyond the traditional role of an insurer by promoting health and wellness 
programs for the general public through community giving and volunteerism. 
For more than 55 years, BCBSF has been dedicated to providing caring 
solutions designed to protect the health and well-being of our members 
and their loved ones. We are proud to be the health industry leader in 
Florida, working hard everyday to earn the continued respect and trust of 
the more than 6 million Floridians we serve. 
Today's economy, our marketplace and the health industry are in 
constant, dramatic change. Experience has taught us that if we identify and 
monitor fundamental forces of change and adjust our strategies and plans 
as necessary, we'll be better prepared to adapt to change. Inherent in such 
an environment are a number of challenges that will bring significant 
change to the organization. That mal{es it vital for the enterprise - that is 
BCBSF and all of its subsidiaries - to balance our core health business 
with broader opportunities in the overall health industry and stay on the 
right path. 
Economic slowdown, increased competition and public policy issues 
are only some of the environmental forces facing BCBSF. Our leadership 
works together in a team-based approach to address these issues in 
keeping with enterprise strategic direction. They act as our compass, 
leading us in the right direction on our journey toward continued success. 
Through Empower, we are offering new products and services to provide 
new and additional choices for individuals supporting the delivery of high 
quality care. BCBSF recently sponsored a forum that discussed the problem 
of the uninsured to help advance the health and well-being of Florida's 
citizens. The BCBSF BlueNews Seminars aim to improve relationships 
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SUCCESS 
with our health care professionals 
supporting Lhe delivery of high­
quality care. 
To better serve employees, 
Perspectives is excited to present 
two new sections in the publication. 
Point of View is an opportunity 
for employees to tell us what they 
think about issues in the publica­
tion. In Focus states that our 
line of sight is our members and 
spotlights individuals, teams or 
areas that are In Focus with our 
enterprise strategic direction. We 
will continue to provide employees 
with information that demonstrates 
that employees are our number 
one asset. 
Achieving our enterprise strategic 
direction and ensuring our future 
success requires that we excel 
above and beyond our competitors. 
Excellence comes through focus 
on meeting our members' needs 
and a commitment to continuous 
improvement. To be successful, 
our actions must align with 
enterprise strategic direction -
our road map to success. � 
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transactions since the second 
round of seminars. In fact, the 
seminars generated more than 
500 requests for information and 
follow-up about EDI. 
'We sometimes forget how complex 
an organization we are," Watkins 
says. "Once they have the basics, 
providers can file a claim. But 
knowing how to file a claim doesn't 
mean they always understand 
where to send a claim. Sometimes 
their patient is a member of 
another Blue Cross and Blue 
Shield plan. It can be confusing to 
know whether to send it to us or 
to another plan. At the seminars, 
they get the tools to know where 
to send the claim." 
"Many physicians were not aware 
of the impact of the Health 
Insurance Portability and 
Accountability Act (HIPAA), and 
while we can't tell physicians and 
providers what to do - we've 
heightened their understanding of 
HIPAA," Watkins says. 
Williams says, "Provider offices see 
firsthand that we are working to 
continually improve our processes, 
and they get a better understanding 
of why we do business the way we 
do. They can see we're not just a 
building or a voice. The more we 
meet our providers face-to-face, the 
more they view us as an advocate for 
our members and them." 
The high approval 
new and innovative present 
each time," Williams says. 
Watkins says, "I'm so proud 
BCBSF for this cross-functio 
team that came together to 
present these seminars. If tl 
ratings of the 
seminars - 97 
percent rated 
them as good 
or excellent -
reinforce the 
need for these 
seminars and 
"BCBSF is continuou 
looking for ways to im 
our business relation 
with providers." 
affirm the value 
of cross-functional 
teamwork. A third set of BCBSF 
BlueNews Seminars is planned 
for Fall 2002. Wiesike says that 
planning for these seminars has 
begun. A trade show in October 
will enable providers to visit 
BCBSF booths on various topics. A 
trade-show atmosphere will enable 
provider offices to attend while 
accommodating their busy schedules. 
"Because people from different 
areas of the company collaborate, 
we're better able to incorporate 
provider does it right the fm 
time, our own overhead is 
reduced and our members d 
have to experience follow-u1 
work on referrals or claims. 
creates a win-win situation f 
everyone." � 
SL \I'.lmR 2002 persi 
ider Communication. "One 
e most effective ways we 
found to do that is through 
1rovider seminars. A range 
LSiness issues and information 
changed, and issues are 
ired for continuous improve­
t efforts." 
rding to Herta Wiesike in 
th Care Services, two factors 
made these seminars 
essful. "Great teamwork 
many areas in the company 
les us to cover a variety of 
1rtant topics such as claims 
essing, BlueCard, HMO 
orization requirements and 
ral Employee Program 
fit changes," Wiesike says. 
·se seminars provide an 
rtunity for the providers' 
to ask questions and offer 
estions for improvements." 
>ie Williams, special projects 
ultant in Health Care 
ices, helped coordinate the 
nars. "Many BCBSF BlueNews 
.cipants were business 
agers of providers' offices," 
.ams says. "The seminars 
ided opportunities for 
Jnal interaction while sharing 
mation and responding to 
· questions." 
"We saw a lot of interest and a lot 
of need for the sessions," says 
Charlene Tinnesz, a Virtual Office 
(VO) business consultant who 
helped coordinate the seminars. 
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These seminars also provide 
important information about elec­
tronic claims and their cost efTec­
tiveness. For example, an Availity 
presentation demonstrated that 
paper transactions take 20 min­
utes and cost $5 to process, while 
an electronic transaction takes 
one minute and costs 25 cents. 
The Electronic Data Interchange 
(EDI) presentation demonstrated 
how to retrieve Claims Return 
Reports and, for as little as $50, 
connect to BCBSF for electronic 
claims submission. Such inf orma­
tion gives small physician offices 
knowledge that can increase their 
net profit. 
"Electronic connectivity helps 
the provider organization, helps 
us and ultimately helps our 
members," Tinnesz says. "Claims 
are processed more quickly, getting 
referrals is timelier and it's a better 
experience for our members. We 
can't control the experience our 
members have in the provider 
organization, but we can influence 
it - and this seminar series is a 
way to do that." 
Fran Watkins, a director in the VO 
Business Unit, says there has been 
a small but steady increase in EDI 
InSights 
perspe ctiv es 
4 Point of View 
This new s.ection provides an opportunity for employees to submit letters 
to the editor about issues covered in Perspectives. 
5 In Focus 
Sharpening our -,ight 
Our future and success depend on each and every one of us being In Focus. 
This new segment will spotlight individuals, teams or areas that are 
In Focus with our enterprise strategic direction. 
7 The problem of the uninsured 
Why should BCBSF and we, as individuals, care about the uninsured? 
BCBSF has a strong community commitment and is concerned about the 
more than 2 million uninsured in Florida. 
10 Our leadership is a value-based, team approach 
Perspectives had the opportunity to sit down and talk with the leaders of our 
company. Read about their insights and find out how they work together to 
keep us on track. 
SUMME 00 
14 Empower: evolving to 
meet customers' needs 
In response to the health care 
marketplace, BCBSF is developing 
new products and services. 
Empower extends beyond health 
care coverage to provide new and 
additional product choices for 
employers and individuals. 
17 Improving our 
relationships with health 
care professionals 
BCBSF is continuously looking for 
ways to improve our relationships 
with providers. The BCBSF 
BlueNews Seminars educate 
network providers about our 
processes, products and procedures. 
Perspectives is also available on the 
Intranet at blueviews.bcbsfl.com. 
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> Having trained in art, advertising, 
marketing and website design, I 
look at Perspectives from multiple 
perspectives of my own. I applaud 
the layout and feel of our employee 
magazine. It is enjoyable to see, 
pleasant to view and produced to 
shine the light of understanding 
on our work. 
I am even more impressed when 
I take a deeper view into the 
periodical and see our people 
represented. We are a group of 
committed professionals dedicated 
to the success of an operation that 
touches the lives of millions of 
people. The track record of BCBSF, 
and now FCSO in managing the 
Medicare contract, is unequalled. 
I thank my fell ow employees for 
helping model the corporate 
characteristics that make working 
here an honorable duty. I know 
when others read Perspectives, 
they are taking deeper views into 
our culture too. 
Mark Dougherty 
First Coast Service Options, 
Medicare B Claims Processing 
> In the Spring 2002 issue of 
Perspectives, I read the article 
entitled, "Our Commitment to the 
4 perspectives St'\I\IER 2002 
Communities We Serve." The 
spotlight on the six volunteers 
and their efforts certainly reminds 
us of how much the spirit of 
volunteerism lives within the 
employees of our organization 
and touches so many lives around 
the state. 
Each volunteer in their own way 
made contributions that will have 
a lifelong impact. Hopefully this 
article will inspire and encourage 
everyone to become involved in 
his or her community as well as 
continue to motivate those who have 
already made the commitment. I 
hope we all take advantage of the 
many opportunities to serve our 
communities. No contribution is 
too small. I look forward to 
reading more articles about 
other BCBSF volunteers who are 
making a difference. 
Brenda Smith 
Product Services/Delivery 
> I enjoyed reading the article, 
"All in a Day's Work" in the 
Spring 2002 issue. It is helpful to 
gain employees' viewpoints on 
the impact they have on our 
customers so that those of us in 
the corporate areas of BCBSF 
have a better understanding of 
how we can better support them. 
I would like to see more of these 
types of articles. 
Ang Pracher 
Human Services Group 
> I thoroughly enjoyed the article, 
"Touching the Lives of our 
Members." Many years ago I was 
in Customer Service, and one of 
our biggest advocates was the 
account manager. We had very 
healthy relationships that worked 
in both directions. From time 
to time, we would need Lhe 
assistance of the account manager 
for clarification of a benefit 
question. Since they have the 
face-to-face contact with the firm, 
they were helpful on more than 
one occasion. 
It was excellent to see this type of 
article and read that Jimmy Kelly 
is still doing an outstanding job. 
Keep up the great work! 
Scott Hartsfield 
IT Resource Management 
Send us your Point of View. 
You can submit your letter to the 
editor by sending an email to 
Blue Views. 
The second round of BCB 
BlueNews Seminars in Jar 
and February was packe, 
capacity. BCBSF had to Ii 
aLLendance at nine of the 
due to the overwhelming 
In all, more than 2,600 par 
providers (physician prac 
hospitals and ancillary fac 
attended the 21 sessions. 
were open to all participa 
providers and their staff n 
"BCBSF is continuously lo 
for ways to improve our 1 
ships with providers," sa: 
Director John Kelley, Deli 
System Strategy, Policy an 
continued 
Sl'\f\lER 2002 p 
ry employee p lays a cr it ica l 
n the success of Empower and 
1ti re busi ness transformation  effort:' 
L products offered through it. 
wer and its health plans are 
ng. VVhat they look like today 
! different from what they will 
NT STATUS: 
e s imu ltaneously bu i ld ing  
ptions networks i n  South 
and Pensaco la . Em power 
imp lemented i n  both 
co la  and South F lorida 
a r. 
wide, 1 6  hospita ls s ig ned 
orkB lue contracts . 
than 4,000 F lo rida 
icians  have submitted 
icat ions to pa rtici pate i n  
orkB lue .  
service teams are dedicated 
power customers: 
_
eb Enrol l�e�t a�,g_ d3en�fits i. 
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look like next year. The marketplace 
and consumer demands are quickly 
changing. Empower is committed to 








The vision for the Health Business 
Sector is providing health care 
choices through products and 
services that meet our customers' 
needs. To remain in pace with 
marketplace changes, Empower 
needs support from the whole 
company. 
Nick Stam, group vice president 
of the Health Business Sector, says, 
"BCBSF js committed to offering 
an array of choices by launching 
Empower. As Empower continues 
to evolve, we will share more about 
your specific role in this exciting 
initiative. Every employee plays a 
critical role in the success of 
Empower and the entire business 
transformation effort." 
Empower is just one initiative in 
BCBSF's transformation. For more 
than 55 years, BCBSF has been the 
health insurer on which Floridians 
rely. Because our company is 
willing to change as consumers' 
needs change, we will continue to 
be the marketplace leader. � 
-
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AREAS OF EXCELLENCE 
s 
For more than 55 years, BCBSF has been dedicated to providing caring 
solutions designed to protect the health and well-being of our members 
and their loved ones. We are proud to be the health industry leader in  
Florida, working hard everyday to  earn the  continued respect and trust of 
the more than 6 m i l l ion Florid ians we serve. 
To ensure our continued success, our members must be al the center of 
all we do. They must be the focus of how we plan, how we act and how 
we determine success. Our future success depends on each and every one 
of us being In Focus. 
We are pleased to announce a new section of Perspectives that will spotlight 
individuals, teams or areas that exemplify behaviors or actions that are 
In Focus with our enterprise strategic direction. We want to celebrate those 
employees who demonstrate that our members are their reason for being. 
Our enterprise strategic direction guides the enterprise in achieving 
future success. It has four key elements: our values, our mission, our 
vision and our areas of excellence. You've probably heard about each of 
these but may be confused as to how they all fit together. VVhich one 
should guide you as you perform your daily job? Our values? The vision? 
All of them? The answer is yes - and yes. Each of these work together to 
keep us In Focus on our members. 
Our values are the cornerstone of all we do. They are embodied in our 
mission and vision. We express them through our behaviors, actions, 
and business decisions. 
> Members a re our  reason for being .  
> Our employees a re our  n u m ber  one asset. 
> We respect i n d i vi d u a l s  a n d  va l u e  tea mwork. 
> Contin uous l e a rn i ng a nd i mprovement a re the keys to our success . 
> Al l of our decisions wi l l  be based on our ethica l sta ndards of honesty, 
fai rness and integrity. 
9 h t  
The board of directors adopted 
an enterprise Beliefs and Values 
Statement in July 2001.  We have 
adopted this statement as our 
enterprise mission. A mission 
sets forth the purpose of an 
organization; it answers the 
question, "VVhy are we here?" 
Paraphrased, our mission is to be 
a community-driven, customer­
focused organization: 
> com mitted to the pub l ic good; 
> advancing the hea lth and 
wel l-bei ng of  F lor id ians; 
> worki ng for an  exce l l ent, 
effi cient hea lth system; 
> provid i ng  affordab le  products 
and  services; and  
> helping the  state find solutions for 
the un insured and u nderinsured. 
As an independent, policyholder­
owned Blue Plan, we will support 
the delivery of high quality care. 
We will go beyond the traditional 
role of an insurer by promoting 
health and wellness programs 
for the general public through 
community giving and volunteerism. 
Our enterprise vision - a company 
focused primarily on the health 
c o n t i n u e d  o n  n e x t  p a g e  
sll \ l \ l E K  2002 
1 
perspectives 
industry, delivering value through 
an array of choices - sets forth 
our future intent. It answers the 
question, ''What do we want to 
be?" A vision "visualizes" the 
desired ideal state of the future 
organization. It is our intent to 
> In the Health Business Sector, 
we wi l l  focus on developing 
and implementing new hea lth 
care products and services that 
respond to our  v is ion of 
"del ivering va lue through an  
a rray of  choices:' 
II 
IL.llL..II. the focus of  a l l  we d I S  � 
deliver value in the health industry 
through an array of choices to our 
members and all Floridians. 
Achieving our strategic direction 
and ensuring our future success 
require that we excel above and 
beyond our competitors. Excellence 
comes through focus on meeting 
our members' needs and a com­
mitment to continuous improve­
ment. Three areas of excellence 
have been identified as critical to 
our success in today's environ­
ment and marketplace. They are: 
( 1)  organizational effectiveness, 
(2) information management and 
(3) brand management. 
In Lhe coming months, we will be 
working to define further what 
our company needs to do to attain 
excellence in these areas. 
Our enterprise strategic direction 
will be carried out through four 
business sectors - each with a 
specific focus on delivering 
products and services to our 
customers and the health industry: 
6 perspectives sumrnR 2002 
o u r m e m b e rs  a'n d  t h e i r 
c o m m _  , � -: :A � _, -_ - , . 
> Th rough  ou r  Diversified 
Business Sector, we wi l l  offer 
other  l i fe-ca re products such as 
l ife i nsurance, denta l  i nsu rance, 
workers' compensation, d isabi l ity 
i nsurance and short- a nd 
long-term care. 
> Our Government Business 
Sector wil l  create va lue th rough 
i nnovative products and services 
that leverage our  expertise and 
experience to new markets and 
customers, i nc luding consu lti ng 
services on fraud, i nformation 
technology and Hea lth Insurance 
Portabi l ity and Accou ntabi l ity Act 
(H IPM) compl iance. 
> Our  E-Business Sector wi l l  
identify opportunities to  leverage 
our  enterprise assets - products, 
services, capabi l ities, i nformation 
and systems - into new business 
ventures that will expand our  
read, i n  the  marketplace and  
provide sol utions to  the  overa l l  
h ea lth i ndustry. 
We each have an important role 
and responsibility to demonstrate 
through our behaviors and actions 
(values) that the focus of all we 
-
do is our members and their 
communities (mission). With an 
understanding of our future goals 
(vision) , it will Lake each of us 
working together to ensure we 
continue as the leader in Florida's 
health industry ( areas of excellence) , 
upholding the commitment we 
have made to our members and 
all Floridians. 
Take a moment and send us yom· 
nomination for employee(s) who 
are In Focus. Email your nomina­
tions lo BlueViews, including the 
nam e  of the employee(s) or area 
you're nominating and why you 
believe they should be spotlighted 
in an upcoming issue. � 
Because RCRSF recognizes lhal 
our company needs to change in 
order to continue Lo serve our 
customers, iL is undergoing a 
transformation. One component 
of this transformation is Empower. 
Formerly known as the Platform 
for Affordable Choices (PAC), 
Empower is a new benefits 
program that enables employers 
lo provide new and additional 
product choices to their employ­
ees. Empower extends beyond 
health care coverage by including 
access to dental, accident, disabil­
ity and dismemberment (AD&D), 
life insurance and other products 
and services. 
BlueOptions is the family of 
health plans offered through 
Empower. BlueOptions health 
plans provide more choices to our 
members, assist employers in 
managing rising health care 
costs and simplify administration 
for providers. 
Choice is multi-dimensional, 
relative and evolulionary. There are 
different points of choice related to 
BlueOptions. Employers can choose 
up to six heal th plans from a 
selection of more than 30; employees 
choose their health plan based 
on their individual needs; and 
consumers choose the hospital they 
need care rrom and how much 
they want to pay for that hospital. 
Benevento emphasizes that 
Empower will assist employers 
in continuing to offer health care 
coverage. "BlueOplions provides 
employees with a stable cost 
structure and will shield them 
from the double-digit increases 
they have been experiencing," 
Benevento says. 
The dramatic changes in the health 
care marketplace require BCBSF to 
be flexible in its development of 
Empower. Already the company has 
made necessary adjustments 
to Empower to meet changi 
consumer demands. 
"A lot of thought has gone i 
development of Empower," 
Joyce Kramzer, group vice p 
of the North Geographic Bu 
Unit. "BCRSF is declicalecl t 
creating and implementing 
benefits program. N umero 
challenges were encounter 
during the design process. 
ever-changing marketplace 
difficult provider relalionsh 
rising medical costs are iss 
have affected the Empower 
implementation. Yet 
with every challenge, 
BCBSF continues 
to work. towards 
finding solutions." 
BCBSF will ensure that 
necessai1' adjustments 
continue to be made to 
Empower and the 
BlucOptions family of 
n 
u 
': . .  BCBS F i s  developing � 
n ew prod ucts a nd se rv ices to 
meet e m p l oye rs' a n d  
ind ividua ls' needs ." 
empower 
Putt ing the power of cho ice i n  you r  hands . 
SL , 1, rnR 2002 pers1 
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cu sto m e rs '  n eeds  
enterprise vision is to be a com pany focused primari ly on the health 
1stry, delivering value through an array of choices. Based on today's 
u lent health care environment and industry trends, our current prod­
portfolio is at the end of its l ifecycle. As a result, we are reinventing 
health business and transforming into a health p lan  that meets the 
:Js of target segments in  a competitive way. 
� needs of our customers, employers and their employees are changing," 
Ken Sellers, South Geographic Business Unit group vice president. 
e Cross and Blue Shield of Florida (BCBSF) cannot o.ITer the same health 
products and expect continued success. In response to the changing 
unics in the health care marketplace, BCBSF is developing new products 
services to meet the needs of employ.ers and individuals." 
� 
Tony Benevento, vice president 
of the Florida Group Segment, 
reinforces Sellers' point by saying, 
"The products we currently have in 
the marketplace are not going to 
satisfy our customers in the future. 
The customers are loo king 
to us for solutions to issues such 
as costs and benefit design. 
Employers also want help involving 
their employees in the purchasing 




ii the problem 
ii of the ■ 
1 u n 1 ns 
EVERYONE INTHE HEALTH INDUSTRY IS TALKING ABOUT "IT." SMALL BUSI-
NESS OWNERS WANT SOMETHING DONE ABOUT "IT." ADVOCACY GROUPS 
ARE SPRINGING UP TO TAKE ACTION ON "IT;' AND BLUE CROSS AND BLUE 
SHIELD OF FLORIDA (BCBSF) IS PLAYING A SUPPORTING ROLE TO ADDRESS 
THE RESOLUTION OF " IT." WHEN STAKEHOLDERS FROM VARYING POINTS 
OF VIEW COME TOGETHER TO DISCUSS "IT;' ACTION IS BOUND TO OCCUR 
- ANDTHAT IS EXACTLY WHAT "IT" NEEDS. 
t, ' ,  . . ,. 
·:\., 
., 
. / ' -� 
-
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What is this problem that has 
plagued our country for almost 
two decades and is progressively 
becoming worse? "It" is the issue of 
the uninsured. In the United States, 
more than 39 million people are 
uninsured. Florida exceeds the 
national average for the uninsured. 
More than 2 million people 
are without coverage in Florida, 
and 400,000 of those individuals 
are children. 
Why should BCBSF and we, as 
individuals, care about the 
uninsured? Many uninsured 
individuals have chronic and life 




"There will never be a better 
chance for change." 
"It's time to do the right thing."  
Brian Klepper, executive director for the Center for 
Practical Health Refonn 
threatening illnesses and cannot 
afford preventative care and there­
fore don't receive preventative 
treatment. Instead, the uninsured 
wait until an illness becomes a l ife 
or death situation, and then end up 
in the emergency room. In many 
cases, the uninsured visit the 
emergency room as their primary 
Susan Dentzer, correspondent, The Public Broadcasting Service 
program, The NewsHour with Jim Lehrer 
care cost, 300,000 people lose 
health insurance," Serota says. "It 
is clear that the cost of health care 
is a key element in solving the 
uninsured problem." 
Costs associated with name brand 
prescription drugs contribute to the 
problem. For example, last year 
with the University of North 
Florida. Susan Dentzer, on-air 
health correspondent for the 
Public Broadcasting Service 
program, The NewsHour with 
Jim Lehrer, moderated a panel 
discussion with experts from 
throughout the United States. 
"It is clear that the cost of health 
the makers of Vioxx: 
spent over $160 
million in advertis­
ing - which is 
The public has a dawning 
awareness that, without meaning­
ful change, the American health 
system is unsustainable. VVhile 
none of this is particularly new, 
Dentzer unleashed a call to action 
to all participants. Dentzer says 
that all stakeholders must unite 
care is a key element in solving the 
uninsured problem." 
means of regular care. Multiply 
this situation by the hundreds of 
thousands of those uninsured and 
il is easy Lo see why our hospitals 
incur millions of dollars in costs 
passed on to all consumers in all 
areas of the economy. 
Scott Serota, president of the Blue 
Cross and Blue Shield Association 
(BCBSA), says the key drivers of 
health care cost are hospital, 
pharmacy and physician services. 
Medical costs consistently rise 
faster than the rate of inflation. 
Growing supply and utilization of 
technology contribute to costs in 
each of these critical areas. "For 
every 1 percent increase in health 
8 perspectives SL \l\mR 2002 
more than PepsiCo 
and Nike spend. To 
off set these and 
other costs incurred in the health 
industry, companies like BCBSF 
have to raise rates. 
BCBSF realizes the uninsured 
issue is at a critical turning point 
and is actively engaged in 
addressing the problem from 
both the advocacy and the business 
perspective. BCBSF has an active 
workgroup that focuses specifically 
on the uninsured. 
Most recently, BCBSF sponsored 
a forum entitled "The Future 
Uncovered: Face the Challenges 
of the Uninsured" as part of the 
ongoing BCBSF Health Issues 
Lecture Series in partnership 
to control health care costs while 
simultaneously addressing the 
problem of the uninsured. 
BCBSF recently announced a 
grant to the Center for Practical 
Health Reform, a national 
organization dedicated to the sole 
purpose of reforming our current 
health care system. As Brian 
Klepper, executive director for 
the Center for Practical Health 
Reform says, "Health care is in 
danger of pricing itself out of the 
market for many Americans. 
We've talked about the problems 
until we're blue in the face. 
Most special interests are finally 
ti 
Providing an array of choices can 
create tension and conflict in an 
organization. ''We will live in a 
world of multiple choices (HM Os, 
PPOs, Empower, Integrator, etc.) 
for at least the next five to 10 
years, making for a very complex 
business environment," says 
Grantham. ''We need to position 
our products as an array of 
choices rather than as competing 
product lines so that we don't 
confuse our customers." 
Another challenge is the aging 
Medicare program, which is 
now 37 years old. "It is clear 
that the program will undergo 
substantial changes that will have 
a major impact on Florida and 
our Medicare risk and Medicare 
supplement products," adds 
Cascone. ''We want to continue 
to serve Florida seniors to the best 
of our ability." 
To meet these and other 
challenges means the organization 
must become even more customer 
focused. ''We need to realign some 
of our basic core processes and 
institutional behaviors to strength­
en our external focus," says 
Lufrano. ''We can start by asking 
ourselves daily a couple of 
important questions: 'What do 
consumers value? Why would 
they want to have a relationship 
with BCBSF? And, is what I'm 
doing making a positive difference 
for our members?"' 
lll 
C OMMITMENT TO 
EMPLOYEES AND MEMBERS 
Our commitment to employees 
and members is embedded in our 
corporate values: Members are our 
reason for being, and employees 
are our number-one asset. ''We 
have a very caring, world-class 
group of employees," says Lufrano. 
''We are working to build capabilities 
and improve processes to make 
sure our folks are equipped to get 
the job done for our members." 
As the industry continues to evolve, 
the roles and responsibilities of our 
employees are going to be signifi­
cantly different. Continuous learning 
and improvement are keys to our 
success - another important 
corporate value. "More than ten 
years ago, very few people came 
onto the job market with PC skills. 
Now almost everyone has PC 
skills," says Cascone. "Transitioning 
our employees to the new 
knowledge, skills and abilities 
needed for the next five to 10 
years is  a major challenge. We 
want to ensure that our employees 
get prepared." 
"Each of us has a responsibility to 
understand the direction of 
B C B S F  S E N I O R  
Mike Cascone 
Chairman and CEO 
Corporate Strategy Committee 
our company," says Granthi 
"Leadership needs to reach 
to effectively communicate 
employees, and employees 
to seek out understanding." 
shared responsibility is the 
how our company can suco 
live up to our promise to pr 
caring solutions. 
Our values and beliefs, our t 
promise and our enterprise 1 
underscore BCBSF's commit 
the people of Florida. Howe-v 
one thing that distinguishes · 
most is our employees. 
''When somebody asks me vv 
I most proud of at Blue Crosi 
Blue Shield of Florida," says 
Cascone, "my answer is alw. 
same and from the heart: thf 
our employees give back to t 
community." For the third ye 
a row, BCBSF employees are 
number one employee-giv 
group to United Way in Nor 
Florida. Through our Blue 
Community Champions prog 
and other initiatives, thousar 
employees volunteer to impr 
lives of their fellow Floridian 
"That is what I am most pr01 
concludes Cascone. (\ 
L E A D 11: R S I I  
Bruce Bagni, Barbara Benevento, Mike Cascone, Chris Doerr, Joe Grantham, Russ Jollivette 
Office of the CEO 
Mike Cascone, Bob Lufrano, Bruce Bagni, Chris Doerr and Joe Grantham 
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o be our next CEO. On a 
lay basis, the president and 
s operational accountability 
·e that plans and budgets 
1lace to carry out the 
ise's strategic direction. He 
:s quarterly reviews and 
1e board of directors up to 
the company's performance. 
�sident and COO is a 
r of the Corporate Strategy 
ttee and the Office of the 
well. 
,'s appointment was part of 
Lpany's ongoing succession 
.. "The fundamental direc­
he company isn't changing," 
Erano. "Other than the fact 
probably going to worry a 
e, we're going to keep on 
rhat we've been doing: hold 
Dur beliefs and values, 
: strategy in an increasingly 
Iective way and continue 
- and develop the human 
ation." 
tscone, Lufrano has a 
commitment to the concept 
L over individual. "The 
line is the customer," says 
J. "They don't care about 
� status. They just want 
ble, quality choices and 
ives SL'.t\JER 2002 
value for their dollar - and that 
takes everyone working together 
as a team." 
At the enterprise level is an 
important team called the 
Corporate Strategy Committee 
(CSC). The seven-member CSC, 
chaired by Joe Grantham, sets our 
strategic direction, develops strat­
egy and aligns the organization to 
effectively execute strategy. 
"No one member of the CSC is the 
strategist for the company," says 
Grantham. Each member is an 
important participant in a process 
that focuses on the ''what" -
enterprise direction and the high­
level strategies the company 
needs to be successful. The "how" 
is left to Lhe business sectors and 
support areas of the organization 
to develop supporting strategies 
and business plans to successfully 
carry out our enterprise direction. 
CSC members play multiple roles 
in the enterprise. They provide 
leadership to the enterprise, a 
The Corporate Strategy Committee 
meets frequently to set our strategic 
d i rection, develop strategy and al ign 
the organization to execute strategy. 
business sector or enterprise 
support group, and some have 
added responsibilities associated 
with the Office of the CEO. That's 
in addition to spending at least 
one hour in preparation for every 
hour members spend in an actual 
CSC session. 
"The whole concept of the 
value-based approach of the CSC 
versus the individual slrategist in 
a portfolio-based approach relates 
back to the old concept of two 
heads are better than one," says 
Grantham. "This is especially 
true as our industry has grown in 
complexity. A diverse mix of 
information, experience and 
knowledge is needed to make sound 
directional decisions and deal with 
the many challenges we face." 
CHALLENGES IN A 
DYNAMIC ENVIRONMENT 
The health industry continues to 
face a dynamic environment. Some 
say the industry is going through a 
revolution. Inherent in such an 
environment are a nwnber of 
challenges that will bring significant 
change to the organization. 
"Rising health care costs are 
putting tremendous pressure on 
the industry," says Cascone. "Our 
challenge at BCBSF is to bring a 
variety of products to the market 
that will off er affordable choices 
to all Floridians. No doubt, this is 
much easier to say than it is to 
accomplish." 
"We need to work collaboratively to 
determine what aspects of our 
health care system add value and 
what do not." 
"Only by working together can 
we take positive steps to reduce 
the number of uninsured here in 
F1orida and across the country." 
Scott Serota, president of the Blue Cross and 
Blue Shield Association 
Mike Cascone Jr., BCBSF chainnan of the board and CEO 
convinced that the time for 
collaboration and compromise is 
here. There will never be a better 
chance for change." 
The Blue Foundation for a Healthy 
Florida Inc. is critical to our 
advocacy efforts. By providing up to 
$1 million in grants annually to 
community programs that promote 
the health and well-being of unin­
sured and underserved Horidians, 
it supports efforts to address the 
problems associated with the 
uninsured. 
From the business perspective, 
BCBSF is bringing Empower to 
the market. Empower is our new 
platform for product and service 
delivery that will enable our 
consumers to customize their own 
benefits. BCBSF has sponsored and 
actively supported a wide range of 
legislation designed to expand the 
availability of health care options 
for uninsured state residents, 
according to Cascone. 
Through BCBSA's Health Care Cost 
Campaign, BCBSF can communicate 
with stakeholders and educate con­
sumers on the rising costs of health 
care. As Serota says, "Health care 
costs are driven by utilization, tech­
nology and regulation. We need to 
work collaboratively to determine 
what aspects of our health care 
system add value and what do not." 
The bottom line is that all stakehold­
ers must unite and stop blaming each 
other for the problem. As Karen 
lgnani, president and CEO of The 
American Association of Health Plans, 
says " . .  . it is time to stop the blame 
game and get down to collectively 
fixing the system." 
"We at BCBSA don't believe the way to 
solve this problem is to point fingers," 
Serota says. "It is our problem 
collectively, and we need to solve 
this problem on a collective basis." (l 
It is estimated that by 2009, more than 55 
mil l ion Americans wil l  be uninsured if 
current health care trends continue. 
Death rates from breast cancer are 40 to 60 percent higher for 
uninsured women than they are for those who are insured. 
Uninsured chi ldren are 30 percent less 
l ikely to receive timely medical attention 
Florida employers offering health coverage to their workers has fallen 
from 91 percent in 1999 to 77 percent in 2001 . 
for conditions l ike ear infections and 
pneumonia than children who are covered. 
Approximately 46 percent of Florida employers believe they will have 
to drop coverage if health costs continue to climb at their current 
double-digit annual pace. 
Uninsured adults are hospita lized 50 percent 
more often than the insured for treatable 
ai lments such as diabetes and pneumonia . 
When health insurance premiums rise 1 percent, as many as 




.ike Cascone (I) and Bob Lufrano (r) util ize their differencesin_ ����rience 
and knowledge to help them deal with the many challenges our company 
faces.,ByWdrking together, they can ensure that timely decisions are made. 
� 
Perspectives had the opportun ity to sit down and talk with leaders of our 
company. The fol lowing article shares insights on how they define their 
roles and work together; industry and environmental challenges; and what 
they want most for our company, employees and members. 
"At the broadest sense, there are two very different approaches you can 
choose to lead a company: value-based or portfolio-based," says Joe 
Grantham, senior vice president and chief strategy officer for Blue Cross 
and Blue Shield of Florida (BCBSF). Choosing your approach is an important 
part of a company's strategic positioning. In 1 999, BCBSF chose a value­
based approach to strategy and direction. With the appointments of Mike 
Cascone as chairman and chief executive officer (CEO) and Bob Lufrano 
as president and chief operating officer (COO), we have reconfirmed our 
choice to use a value-based approach to leadership. 




By definition, ''value-based" refers 
to a set of beliefs and convictions 
about how a company will conduct 
i.ts business and how it wiJl treat 
others. The CEO sets those values 
and strategy development is a 
participative process. This approach 
is strategic and takes a broad focus, 
which is absolutely necessary in a 
complex industry such as ours. 
In contrast, "portfolio-based" is 
very one-dimensional and is largely 
driven by financial considerations. 
The CEO is the strategist, and 
everything is driven from lhe Lop. 
This results-oriented approach is 
more short-tenn and takes a more 





Russ Joll ivette (below) 
and Joe Grantham (r) 
demonstrate how 
BCBSF will need to 
in the future. 
.::J � 
"On the continuum between 
value-based and portfolio-based, 
BCBSF is clearly on the value-based 
side of the scale," says Mike 
Cascone. "However," he adds, "to 
be successful, a company must be 
both strategically and operationally 
effective." There are tin1es when the 
company must deal with operational 
issues where a portfolio-based 
approach makes more sense. When 
it comes to the highest level of 
strategy and direction setting, we 
make those decisions based upon 
our core values and beliefs. 
LEADING THE COMPAN Y  
Under our value-based, team 
approach, the chairman and CEO, 




Corporate Strategy Committee work 
together to lead the company. 
Mike Cascone became CEO in 
1 998 and more recently chairman of 
the board. Cascone says, "I lean1ed 
many valuable lessons from my 
experience at BCBSF, two of which 
have helped move the organization 
to team leadership: one, you cannot 
solve a complex problem wiU1 a 
simple solution, and two, you must 
understand the perspectives of all 
the stakeholders before you can 
develop an acceptable solution." 
In his role as chairman of the 
board and CEO, Cascone focuses on 
board effectiveness and strategic 
direction. As chairman, he makes 
"Each of us has a responsibility to 
understand the direction of our company." 
sure the formal responsib 
of the board are carried 01 
run board meetings, help 
differences that may dev, 
among board members, I 
discussions on board gove 
etc.," says Cascone. 
As CEO, he travels extensb 
increase BCBSF's influence 
the Blues system. Cascone 
on the Blue Cross and Blue 
Association's board of direc 
provides leadership and pa 
in numerous Association crn 
and meets wi th other Blue 
executives and boards. He 
home, Cascone works with 
direct reports in the Office 
CEO - which focuses on p 
human resources decisiom 
as compensation and benej 
programs, and approving tl 
plan and budget - and ser 
member of the Corporate S 
Committee. 
Cascone feels good about h 
developed a value-based, tE 
approach, allowing him to < 
operational or urgent decis 
the COO and Corporate Str, 
Committee. ''With my respo 
taking me away from the ol 
percent or more of the timE 
wouldn't want to slow down 
making," he says. "In additi 
team provides a greater div 
of experience than any one 
could possibly possess, th1 
improving the quality as wE 
timeliness of our decision-r. 
Bob Lufrano has served as 
COO of our company since 
February 2001 .  Earlier this 
the board of directors appc 
him president as well, putt 
c o n t i n u e d  o n  
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esearch and 
·es 
f last year, brandchannel.com 
readers to vote on the 
e Year" ,  i n  the fi rst of an 
ng survey to rate the 
s of branding strategies. 
, survey, a prel im inary l ist 
of qua l i fy ing brands i n  
areas. The f ina l  l ist 
55 global brands, 1 25 
d African  brands, 1 07 U S  
n brands, 6 8  Asian-Pacif ic 
18 Latin and Centra l  
3nds. 
pose of th is survey, we 
1d of the Year' as that 
1e most impact on our  l ives 
it is, the ' B rand of the 
,ecessari ly the biggest or 
the most reven ue - it is 
makes us stand up and 
The responses certain ly 
rid up and ta ke notice as, 
immensely fami l i a r  bra nds 
I Coca-Cola d id not make 
�hoices on the g loba l  l ist. " 
d Ranking 
off icia l  " Brand of the 
pple Computer with 1 4% 
vote. Nokia and 
tied at 1 2 % fol lowed by a 
Google.com, Absolut and 
th 1 0% .  Each of these 
ioneered a strong 
·and platform and ga ined a 
customer base. 
nkings 
readers, the top brand of 
he US is Ta rget (22 % ) ,  a 
)Unt retai l  cha i n .  Next in  
with 1 8 % of  the vote, 
<rispy-Kreme ( 1 4  % ) and 
nt Coca-Cola at 1 3  % . I n  
tie at 1 1  % is Google.com, 
d Martha Stewart. 
1nel.com 
Brand Observer 
Few ch i ldhood experiences span the 
generation gap as successfu l ly as Kool­
Aid soft d ri n k  m ix .  For 75 yea rs, Kool­
Aid has provided young ch i ld ren with 
fun ,  f ru ity rel ief from sum mer's th i rst, 
creati ng some of ch i ldhood's fondest 
memories a long the way.  
For example, many of today's busi ness 
leaders may remember starting down 
the road to f inancia l  success by 
stand ing at a fo ld ing table i n  their front 
yard sel l i ng  Kool-Aid for a n ickel . And 
of cou rse, the Gen-Xers know that the 
easiest way to cool down is to cup 
their hands together and  yel l :  "Hey, 
Kool- A id! " 
Since Kool-A id  conti n ues to be a 
favorite among k ids, it shou ldn 't come 
as a su rprise that the inspiration for 
Kool-Aid started from a young boy 
seeking to ea rn extra spending money. 
As an 1 1 -year-old boy, Edwin Perkins 
had h is i mag ination ign ited when he 
saw a magazine ad that read :  " Be a 
man ufactu rer - M ixer's G u ide tel ls how 
- write today. " He immediately sent 
for materia ls and turned h is mother's 
kitchen i nto an  a roma-f i l led j uven i le 
laboratory . H is specia lty became 
flavoring  extracts and perfu mes. 
These experiments hooked h im  for l ife 
in h is pu rsuit of fun ,  new taste 
sensations. It wasn 't long before h is 
company was offering more than  1 25 
products nationa l ly, i nclud ing extracts, 
spices, medicines, and  household 
products. 
Kool-Aid was experimental ly l aunched 
i n  1 927 with orig i na l  f lavors of cherry, 
grape, orange, root beer, raspberry, 
lemon-l i me and strawberry .  The new 
soft d ri n k  was such a h it that Perkins 
soon abandoned a l l  other ventu res to 
focus excl usively on Kool-Aid . 
By 1 933, Perkins was able to reduce 
the cost of a n  envelope of Kool-Aid 
from ten cents to f ive cents. 
Contin ued improvements i n  the 
packing process a l lowed Kool-Aid to 
keep the price at a n ickel for more 
tha n  30 yea rs. Today, a packet of 
u nsweetened Kool-Aid sti l l  costs less 
tha n  a qua rter, mean ing each g lass 
costs less tha n  a n ickel . Factoring i n  
the effects of  i nf lation ,  the price of 
Kool-Aid today is actua l ly lower than  it 
was i n  1 947 . 
Whi le an ocean of Kool-Aid has f lowed 
across America since its orig in ,  Kool-Aid 
rema ins the beverage synonymous 
with chi ld hood . After a day in the sun,  
i n-l i ne skating, and playing h ide-and­
seek, noth ing is more refreshing to kids 
tha n  an ice-cube f i l led glass of their 
favorite Kool-Aid f lavor. "Oh, Yeah! "  
www.koolaid. com 
Have a Promise success story, B rand  
research or a l ittle-known fact about 
another B rand  you 'd  l i ke to share? 
Please contact Robin Su l l ivan  (5-30 1 2) 
to share you r  ideas for Brand Matters, 
an Advertising and Market 
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You're More Than  Employees: 
You're Brand Evangel ists 
Our advertising . Our  employees. Our  
corporate business cards. Even our  
products themselves. They a l l  reflect 
the B lue Cross and B l ue Sh ield of F lorida 
B rand which is our si ngle most va luab le 
asset, a n  asset that m ust be protected -
and projected - at every aud ience 
touchpoint. 1 
Brand is a component of everything our 
company does. And a lthough it is 
nurtured and managed by Advertising 
and Market Com m un ications (AMC) ,  our 
B rand is represented by the entire 
organ ization . 
" For a brand  to come to l i fe with 
customers, the organ ization m ust be 
interna l ly a l igned to del iver the brand 
promise th rough the organ ization 's 
cu lture, reward systems, important 
success activities and structu re. I n  
other words, employees m ust ' l ive' the 
brand va l ues in  their day-to-day 
i nteractions. And, management m ust 
demonstrate thei r com mitment to these 
values th rough behavior as wel l as 
corporate com m u n ications, 
demonstrati ng sincerity. " 2 
" Of cou rse, many brands are created on 
image on ly, and many times they 
succeed . B ut a tru ly great and lasting 
brand comes from the inside. D isney is 
one shin ing example of th is approach . 
Th is doesn 't mean the employees have 
to run a round screaming the compa ny 
tag l i ne - it just means company cu lture 
and brand a l ignment are idea l .  " 3 
"What makes the d ifference between 
an  average corporate brand and a great 
one? Employees who actively and 
enthusiastica l ly engage in  delivering the 
un ique brand promise day i n  and day 
out. " 2 From our security officer at the 
front gate, to our  customer service 
representative on the phone, to our 
field service representative in an  agent's 
office. That's why a strong brand 
requ i res that everyone in  the organ ization 
has a complete u nderstanding and ab i l ity 
to express our B rand postioning,  
attributes and Promise. 
As insurance and health care coverage 
markets become more competitive, and 
our customers become more 
knowledgeable and demand ing, we must 
work harder to secure the relationships 
that energ ize our  growth . " Bu i ld ing 
d istinctive relationships with customers 
is what brand i ng is about, whatever the 
market, whoever the cl ient. " 2 
As we reach the mid-point of our  
ca lendar year, soon it wi l l be ti me to 
begin  th i nk ing about workplans and 
personal  objectives for  2003 . As an  
ind ividua l ,  what can you  include in  your 
professional  development plan  that 
encourages and enables you to del iver 
the Promise? Do you u nderstand your 
role i n  n u rtur ing our  B rand?  The role of 
AMC is to encourage employees to take 
more responsib i l ity for and be more 
invested in our  B rand . We need you to 
be proactive i n  demonstrating our B rand  
persona l ity and  attributes in  your  day-to­
day activities. 
When our employees tru ly bel ieve that 
del ivering the Promise to each member is 
our shared responsibi l ity and we modify 
our actions to fulf i l l  the Promise, only 
then we wi l l  maximize the strength of our 
B rand . "The world's most valuable 
brands, such as Starbucks, BMW and 
Disney, clearly demonstrate this every 
day. " 2 
1 Arruda Wil l iam, " More Than Employees: Brand 
Evangel ists, " www.brandchannel.com, January 28, 2002 
2 "Al ign ing Your Organizat,on and Your Brand for 
Performance, " l nterbrand Insights, March 2001 . 
3 Roos, Noel , " Is I nternal Branding A Strength or 
Weakness?" www brandchannel .com, April 8, 2002. 
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Would  you s l i l l  reach for 
t�I 
(l .& , o" •• I \ 
the 75 - cen t  Coke  if  th e l o go d id  
no t  l ook  the same on  the  
outs ide ? Or  b e tter  yet , if  every 
can of  Coke  l o oked s l igh tly 
different  wo u l d  yo u s t i l l  exp ect 
the same refresh ing  ta ste?  Or  
do you th ink that  the  
incons i s tency wou l d  carry over 
into the produ ct i ts elf? 
i,��· 
J/ 
Coca-Cola C lassic and the Contour Bottle a re registered trademarks of The Coca-Cola 
Company and used with The Coca-Cola Company's express written permission. 
Copyright 200 1 The Coca-Cola Company. Al l  r ights Reserved. Use of The Coca-Cola 
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Except for a few specia l  designs for 
hol idays, the Coca-Cola can and logo 
rema ins the same at the grocery store, 
in  the vend ing machine,  at the soda 
founta in  and any other place of 
purchase. And we sti l l  experience the 
same refresh i ng taste . So much so, 
that we can te l l  if we received the 
wrong product through the fast food 
drive-thru even though the color 
remains the same .  
Th is  same idea shou ld be in  our m inds 
every t ime we use the Blue Cross and 
Blue Shield of F lorida signature or our 
subsid iaries' s ignatures on any 
commun ication . They should appear 
exactly the same across our 
commun ications, on every p iece. I f  we 
-
1 0  
do otherwise, we commun icate that as 
a company we aren 't interested in  the 
deta i ls  and our del ivery of service 
inconsistant. 
The Blue Cross and Blue Sh ie ld of 
Florida signature has come to represent 
a trusted and experienced company. As 
we move the Enterprise forward i n  a 
consumer-centric environment, the 
signature wil l  become the visual 
shorthand for our Promise.  
The Brand Identity Gu ide l ines are 
ava i lable on the I ntranet site 
(http ://brand. bcbsfl .com) and can help 
gu ide correct use of our  Enterprise 
signature .  I t  is cal led a 's ignature' 
instead of a logo to reinforce that the 
visual representation of the company 
has more than one component. As 
i l l ustrated below, our s ignature consists 
of the B lue  Cross and B lue  Sh ie ld 
symbols, the business name, and our 
legal descriptor. 
Symbols 






I t  is important to remember that we do 
not own our signature. We have a 
l icense to use the marks from the 
Association and therefore are lega l ly 
bound to protect our B rand signature . 
However, we have fu l l  ownersh ip of 
the fol lowing s ignatures of our newest 
subsidiar ies. As the Enterprise adds 
new subsid iaries, it 's important that the 
new entit ies develop their own brand 
and identity. And i n  some cases, it is 
a lso important that they l ink subtly to 
the parent, Blue Cross and Blue Sh ie ld 
of F lor ida .  
The Navigy signature is made up of two 
components: the Navigy symbol and 
the Navigy logotype . 
Logotype 
The symbol ref lects the many d ifferent 
i ndiv iduals, partners and organ izat ions 
that a re brought together to form new 
breakth rough sol ut ions for the hea lth 
industry and the dynamic  energy with 
which they approach this task .  The 
mu lt ico lored symbol is representative 
of the personal ity characteristics of the 
Navigy organ ization - ag i l ity, boldness, 
innovat ion and col l aboration .  The 
subt le use of the color blue is  meant to 
t ie back to B lue  Cross and B l ue Sh ie ld 
of F lor ida. 
The l ncepture signature is , 
a logotype and symbol as v 
symbol ,  made of over lappi r  
represents the d iscip l i ned E 
process improvement I nce 




The contempora ry design i :  
of  the l ncepture persona l it\ 
l ines and use of the color b 
symbol ize a dynamic, depe 
discip l i ned company. As V\ 
the use of the b lues in the 
l ncepture to the Blue Cros� 
Sh ie ld of F lorida fami ly, pro 
opportun ity to leverage the 
when appropriate . 
Correct and consistent use 
subsid iary's s ignatures wil l  
recogn it ion for our compan 
marketplace . Over t ime thE 
become the visual shorthar 
capabi l it ies we del iver and 
we stand for, just as F lor id i  
come to know and trust thE 
and B l ue Sh ie ld of F lorida r 
nearly 60 years . 
bra n d  m atters Sun 
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Except for a few special designs for 
hol idays, the Coca-Cola can and logo 
rema ins the same at the grocery store, 
in the vend ing machine, at the soda 
fountain and any other place of 
purchase. And we sti l l  experience the 
same refresh ing taste . So much so, 
that we can tell if we received the 
wrong product through the fast food 
drive-thru even though the color 
rema ins the same.  
Th is  same idea shou ld  be in  our minds 
every time we use the B lue  Cross and 
B lue Sh ie ld of Florida signature or our 
subs id ia r ies' s ignatures on any 
commun ication .  They should appear 
exactly the same across our 
commun ications, on every p iece. I f  we 
-
1 0  
do otherwise, we commun icate that as 
a company we aren't interested in the 
deta i ls  and our del ivery of service 
inconsistant. 
The B l ue Cross and B l ue Sh ie ld of 
F lorida signature has come to represent 
a trusted and experienced company. As 
we move the Enterprise forward i n  a 
consumer-centric environment, the 
signature wi l l  become the visual 
shorthand for our Promise .  
The B rand Identity Gu ide l ines a re 
ava i lab le on the I ntranet s ite 
(http ://brand .bcbsfl .com) and can he lp 
gu ide correct use of our Enterprise 
signature . It is called a 's ignature '  
instead of  a logo to  re inforce that the 
visual representation of the company 
has more than one component. As 
i l l ustrated below, our s ignature cons ists 
of the B lue Cross and B l ue Sh ield 
symbols, the business name, and our 
legal descriptor .  
Symbols 
I I ... 
Business Name 
BlueCross BlueShield 
of Florida ��1=1:!:oaatkln 
Lega l Descriptor 
It is important to remember that we do 
not own our signature .  We have a 
l icense to use the marks from the 
Association and therefore are lega l ly 
bound to protect our B ra nd signature . 
However, we have fu l l  ownersh ip of 
the fo l lowing signatures of our newest 
subsidiaries. As the Enterprise adds 
new subsidiar ies, it 's important that the 
new entities develop their own brand 
and identity .  And in  some cases, it is 
a lso important that they l i nk  subtly to 
the parent, B l ue Cross and B lue  Sh ie ld 
of Florida. 
The Navigy signature is made up of two 
components: the Navigy symbol and 
the Navigy logotype . 
Logotype 
The symbol reflects the many d ifferent 
ind iv iduals, partners and organ izat ions 
that a re brought together  to form new 
breakth rough sol ut ions for the hea lth 
industry and the dynamic  energy with 
which they approach this task .  The 
mu lt icolored symbol is  representative 
of the persona l ity characteristics of the 
Navigy organ ization - agi l ity, boldness, 
i nnovation and col laboration .  The 
subt le use of the color blue is meant to 
t ie back to B l ue Cross and B l ue Sh ie ld 
of F lorida . 
The l ncepture s ignature is created with 
a logotype and symbol as wel l .  The 
symbol, made of over lapping shapes, 
represents the d iscip l i ned end-to-end 
process improvement l ncepture 




The contemporary design is reflective 
of the l ncepture personal ity. The clean 
l ines and use of the color b lue 
symbol ize a dynamic, dependable and 
discip l i ned company. As with Navigy, 
the use of the b lues in  the logo l i n ks 
lncepture to the B l ue Cross and B lue  
Sh ie ld of  F lorida fami ly, provid ing the 
opportun ity to l everage the connection 
when appropriate . 
Correct and consistent use of our 
subsidiary's s ignatures wi l l  bu i ld 
recogn it ion for our  compan ies in the 
marketplace. Over t ime they wi l l  
become the visua l  shorthand for the 
capab i l it ies we del iver and the va l ues 
we stand for, j ust as Florid ians have 
come to know and trust the B lue Cross 
and B lue  Sh ie ld of Florida name for 
nearly 60 years . 
bra n d  m atters Summer 2002 
An enterprise-wide quarterly communication br inging you the latest on brand 
Brand Research and 
Measures 
At the end of last year, brandchannel.com 
i nvited their  readers to vote on the 
" Brand of the Year " ,  in the f i rst of an 
annua l  tracking survey to rate the 
effectiveness of brand ing strategies. 
To focus the survey, a pre l im ina ry l ist 
was devised of qua l ifyi ng  brands i n  
each of  f ive a reas. The  f i na l  l ist 
comprised 1 55 g lobal bra nds, 1 25 
European and Afr ican  bra nds, 1 07 US 
and Canad ian brands,  68 Asian-Pacif ic 
brands and 28 Latin and Centra l  
American  brands .  
" For the purpose of th is survey, we 
defined 'B rand of the Year' as that 
which had the most impact on our  l ives 
in  200 1 . That is, the ' B rand  of the 
Year' is not necessa ri ly the biggest or 
the one with the most revenue - it is 
the one that makes us stand u p  and 
take notice . The responses certa in ly 
made us starid up and ta ke notice as, 
surpris ing ly, im mensely fa mi l i a r  brands 
l i ke N i ke and Coca-Cola d id not make 
the top five choices on the globa l  l i st. " 
Global Brand Ranking 
Winn i ng the off icia l  " Bra nd of the 
Year "  was Apple Computer with 1 4% 
of the global vote. Nokia and 
Vol kswagon tied at 1 2 % fol lowed by a 
tie between Goog le .com,  Absol ut and 
Starbucks with 1 0  % . Each of these 
brands has pioneered a strong 
consistent brand platform and ga ined a 
f iercely loya l customer base. 
Regional Rankings 
According to readers, the top brand of 
the year for the US is Ta rget (22 %) ,  a 
national  d iscount reta i l  cha i n .  Next i n  
l i ne  is Apple with 1 8 % of the vote, 
fol lowed by Krispy-Kreme ( 1 4%)  and 
soft dri nk  g iant Coca-Cola at 1 3 % .  In  
a th ree way tie at 1 1  % is  Google .com, 
Starbucks and Martha Stewa rt. 
www.brandchannel.com 
Brand Observer 
Few ch i ldhood experiences span the 
generation gap as successfu l ly as Koo l­
Aid soft d ri n k  mix .  For 75 years, Kool­
Aid has provided young ch i ld ren with 
fun ,  fru ity re l i ef from su mmer's  th i rst, 
creating some of ch i ldhood 's  fondest 
memories a long the way.  
For  examp le,  ma ny of today's bus iness 
leaders may remember starting down 
the road to f inancia l  success by 
stand ing at a fold ing  table in the i r  front 
yard se l l i ng  Kool-Aid for a n ickel . And 
of course, the Gen-Xers know that the 
easiest way to cool down is to cup 
the i r  hands together and  yel l :  "Hey, 
Kool-Aid! "  
S ince Kool-Aid conti nues to be a 
favorite among kids, it shou ldn 't come 
as a surpr ise that the i nsp i ration for 
Kool-Aid sta rted from a young boy 
seek ing to earn extra spend ing money .  
As an  1 1 -year-o ld boy, Edwin  Perki ns 
had h is  imag ination ign ited when he 
saw a magaz ine ad that read :  " Be a 
man ufacturer - M ixer 's G u ide te l l s  how 
- write today. " He immediately sent 
for materia ls and  tu rned h i s  mother 's 
kitchen  i nto a n  a roma-fi l led j uven i le  
laboratory . H is  specia lty became 
flavor ing extracts and  perfumes .  
These experi ments hooked h im for  l ife 
in his pursu it of fu n ,  new taste 
sensations .  It wasn 't long before h is  
company was offer ing more than  1 25 
products nationa l ly, i nclud ing extracts, 
spices, medici n es, and household 
products . 
Kool-Aid was experi mental ly l aunched 
i n  1 927 with or ig ina l  f lavors of cherry, 
grape, orange,  root beer, raspberry, 
lemon-l ime and  strawberry.  The new 
soft dri n k  was such a h it that Perki ns 
soon abandoned a l l  other ventu res to 
focus exclus ively on Koo l-Aid .  
B y  1 933, Perkin s  was ab le to reduce 
the cost of an envelope of Kool-Aid 
from ten cents to five cents . 
Contin ued improvements i n  the 
pack ing process a l lowed Kool-Aid to 
keep the price at a n ickel for more 
than  30 yea rs . Today, a packet of 
u nsweetened Kool-Aid sti l l  costs less 
than  a quarter, mean i ng each glass 
costs less tha n  a n ickel .  Factoring in 
the effects of i nf lation ,  the pr ice of 
Kool-Aid today is actua l ly lower than  it 
was i n  1 947 .  
Wh i le  an  ocean of  Kool-Aid has flowed 
across America s ince its origin ,  Kool-Aid 
rema ins the beverage synonymous 
with ch i ldhood . After a day i n  the sun ,  
i n-l i ne skating,  a nd playing h ide-and­
seek, noth ing is more refresh ing to kids 
than  an ice-cube f i l led g lass of the i r  
favorite Kool-Aid flavor. "Oh, Yeah! "  
www. koolaid com 
Have a Promise success story, B rand 
research or  a l ittle-known fact about 
another B rand you 'd  l i ke to share ?  
Please contact Robin Su l l ivan (5-30 1 2) 
to share you r  ideas for Brand Matters, 
an Advertis i ng and  Ma rket 























You're More Than Employees: 
You're Brand Evangel ists 
Our  advertis ing . Our  employees . Our  
corporate bus iness cards .  Even our  
products themselves . They a l l  reflect 
the B lue Cross and B lue  Sh ie ld of Flor ida 
Brand which is our single most va luable 
asset, an asset that must be protected -
and projected - at every audience 
touchpoint. 1 
Brand is a component of everything our  
company does . And a lthough it is 
nu rtured and managed by Advertis ing 
and Market Commun ications (AM C), our  
B rand is represented by the enti re 
organ ization . 
" For  a brand  to come to l ife with 
customers, the organ ization must be 
interna l ly a l igned to de l iver the brand  
prom ise through the organ ization 's 
cu lture, reward systems, important 
success activities and structu re . I n  
other words, employees must ' l ive ' the 
brand va l ues in the i r  day-to-day 
interactions . And, management must 
demonstrate thei r commitment to these 
va lues th rough behavior  as we l l  as 
corporate commun ications, 
demonstrating s incerity. " 2 
" Of course, many brands are created on 
image on ly, and many times they 
succeed . But a tru ly great and lasting 
brand comes from the inside. D isney is 
one sh in i ng example of th is approach . 
Th is doesn 't mea n the employees have 
to run around screaming the company 
tag l ine - it just means company cu lture 
and bra nd a l ignment a re idea l .  " 3 
"What makes the d ifferenc 
an average corporate branc 
one? Employees who acti' 
enthusiastica l ly engage in c 
un ique brand promise day 
out. " 2 From our security of 
front gate, to our customer 
representative on the phor 
f ield service representative 
office . That's why a stron� 
requ i res that everyone i n  tt 
has a com plete understanc 
to express our B rand posti( 
attributes and Promise. 
As i nsurance and health ca 
markets become more cor 
our customers become me 
knowledgeable and deman 
work harder to secure the 
that energ ize our  growth . 
distinctive relationsh ips wit 
is what brand ing is about, , 
market, whoever the cl ient 
As we reach the mid-point 
ca lendar year, soon it wi l l  t 
beg i n  th ink i ng about work� 
personal  objectives for 20( 
ind ividua l ,  what can you in ,  
profess iona l  development 
encourages and enables ye 
the Prom ise? Do you u ndi 
ro le i n  nu rtu ring our  B rand 
AMC is to encourage empI  
more respons ib i l ity for  and 
i nvested i n  our  B rand . We 
be proactive i n demonstrat 
persona l ity and attributes i 1  
day activities .  
When our employees tru ly 
del ivering the Promise to e, 
our shared responsibi l ity an 
our actions to fulf i l l the Pror 
then we wi l l  maxim ize the : 
Brand .  "The world's most\ 
brands, such as Starbucks, 
Disney, clearly demonstratE 
day. "2 
1 Arruda Wi l l iam. "" MoreThan Employee 
Evangel ists, .. www.brandchannel .corr 
2 .. Align ing Your Organization and Your 
Performance . .. lnterbrand Insights, Mi 
3 Roos, Noel, .. Is I nternal Branding A St 
Weakness? '" www.brandchannel .corr, 
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e Cascone {I) and Bob Lufrano (r) uti lize their differences in_ experience 
knowledge to help them deal with the many challenges our company 
s.,Byworking together, they can ensure that timely decisions are made. ,. �-' - ' 
1ectives had the opportun ity to sit down and ta lk  with leaders of our  
,any. The  fol lowing article shares insights on  how they define their 
and work together; industry and environmental chal lenges; and what 
want most for our  company, employees and members. 
te broadest sense, there are two very different approaches you can 
;e to lead a company: value-based or portfolio-based," says Joe 
:ham, senior vice president and chief strategy officer for Blue Cross 
,lue Shield of Florida (BCBSF). Choosing your approach is an important 
,f a company's strategic positioning. In 1 999, BCBSF chose a value-
l approach to strategy and direction. With the appointments of Mike 
me as chairman and chief executive officer (CEO) and Bob Lufrano 
�sident and chief operating officer (COO), we have reconfirmed our 
e to use a value-based approach to leadership. 
:tives SL \ I \ IEH 2002 
VALUE-BASED VS.  
PORTFOLIO-BASED 
By definition, "value-based" refers 
to a set of beliefs and convictions 
a bout how a company will conduct 
its business and how it will treat 
others. The CEO sets those values 
and strategy development is a 
participative process. This approach 
is strategic and takes a broad focus, 
which is absolutely necessary in a 
complex industry such as ours. 
In contrast, "portfolio-based" is 
very one-dimensional and is largely 
driven by financial considerations. 
The CEO is the strategist, and 
everything is driven from the top. 
This results-oriented approach is 
more short-term and takes a more 




Russ Joll ivette (below) 
and Joe Grantham {r) 
demonstrate how 
BCBSF will need to 
oosmon our oroo 
in the future. 
iiait, 
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"On the continuum between 
value-based and portfolio-based, 
BCBSF is clearly on the value-based 
side of the scale," says Mike 
Cascone. "However," he adds, "to 
be successful, a company must be 
both strategically and operationally 
effective." There are times when the 
company must deal with operational 
issues where a portfolio-based 
approach makes more sense. When 
it comes to the highest level of 
strategy and direction setting, we 
make those decisions based upon 
our core values and beliefs. 
LEADING THE C OMPANY 
Under our value-based, team 
approach, the chairman and CEO, 
the president and COO, and the 
� 
�  
Corporate Strategy Committee work 
together to lead the company. 
Mike Cascone became CEO in 
1 998 and more recently chairman of 
the board. Cascone says, "I learned 
many valuable lessons from my 
experience at BCBSF, two of which 
have helped move the organization 
to Learn leadership: one, you cannol 
solve a complex problem with a 
simple solution, and two, you must 
understand the perspectives of all 
the stakeholders before you can 
develop an acceptable solution." 
In his role as chairman of the 
board and CEO, Cascone focuses on 
board effectiveness and strategic 
direction. As chairman, he makes 
"Each of us has a responsibility to 
understand the direction of our company." 
sure the formal responsibilities 
of the board are carried out. "I 
run board meetings, help resolve 
differences that may develop 
among board members, lead 
discussions on board governance, 
etc.," says Cascone. 
As CEO, he travels extensively to 
increase BCBSF's influence wilhin 
the Blues system. Cascone serves 
on the Blue Cross and Blue Shield 
Association's board of direclors, 
provides leadership and participates 
in numerous Association committees, 
and meets wilh other Blue Plans 
executives and boards. Here at 
home, Cascone works with his 
direcl reports in the Office of the 
CEO - which focuses on policy, 
human resources decisions such 
as compensation and benefits 
programs, and approving the annual 
plan and budget - and serves as a 
member of the Corporate Strategy 
Committee. 
Cascone feels good about having 
developed a value-based, team 
approach, allowing him to delegate 
operational or urgent decisions to 
the COO and Corporate Strategy 
Committee. ' With my responsibilities 
taking me away from the office 60 
percent or more of the time, I 
wouldn't want to slow down decision­
making," he says. "In addition, the 
team provides a greater diversity 
of experience than any one person 
could possibly possess, thus 
improving the quality as well as the 
timeliness of our decision-making." 
Bob Lufrano has served as the 
COO of our company since 
February 200 1 .  Earlier this year, 
the board of directors appointed 
him president as well, puWng him 
c o n t i n u e d  o n  n e x t  p a g e  
sL \I \!EH 2002 , perspectives 1 1  
in line to be our next CEO. On a 
day-to-day basis, the president and 
COO has operational accountability 
to ensure that plans and budgets 
are in place to carry out the 
enterprise's strategic direction. He 
conducts quarterly reviews and 
keeps the board of directors up to 
date on the company's performance. 
The president and COO is a 
member of the Corporate Strategy 
Committee and Lhe Office of Lhe 
CEO as well. 
Lufrano's appointment was part of 
the company's ongoing succession 
process. "The fundamental direc­
tion of the company isn't changing," 
says Lufrano. "Other than the fact 
that I'm probably going to worry a 
lot more, we're going to keep on 
doing what we've been doing : hold 
true to our beliefs and values, 
execute strategy in an increasingly 
more effective way and continue 
to grow and develop the human 
organization." 
r ,ike Cascone, Lufrano has a 
strong commitment to the concept 
of team over individual. "The 
bottom line is the customer," says 
Lufrano. "They don't care about 
titles or status. They just want 
affordable, quality choices and 
1 2 perspectives SL ,1,1ER 2002 
value for their dollar - and that 
takes everyone working together 
as a team." 
At the enterprise level is an 
important team called the 
Corporate Strategy Committee 
(CSC). The seven-member CSC, 
chaired by Joe Granlham, sels our 
strategic direction, develops strat­
egy and aligns the organization to 
effectively execute strategy. 
"No one member of the CSC is the 
strategist for the company," says 
Grantham. Each member is an 
important participant in a process 
that focuses on the "what" -
enterprise direction and the high­
level strategies the company 
needs to be successful. The "how" 
is left to the business sectors and 
support areas of the organization 
to develop supporting strategies 
and business plans to successfully 
carry out our enterprise direction. 
CSC members play multiple roles 
in the enterprise. They provide 
leadership to the enterprise, a 
The Corporate Strategy Committee 
meets frequently to set our strategic 
direction, develop strategy and al ign 
the organization to execute strategy. 
business sector or enterprise 
support group, and some have 
added responsibilities associated 
with the Office of the CEO. That's 
in addition to spending at least 
one hour in preparation for every 
hour members spend in an actual 
CSC session. 
"The whole concept of the 
value-based approach of the CSC 
versus the individual strategist in 
a portfolio-based approach relates 
back to the old concept of two 
heads are better than one," says 
Grantham. "This is especially 
true as our industry has grown in 
complexity. A diverse mix of 
information, experience and 
knowledge is needed to make sound 
directional decisions and deal with 
the many challenges we face." 
CHALLENGES IN A 
DYNAMIC ENVIRONMENT 
The heallh induslry continues Lo 
face a dynamic environment. Some 
say the industry is going through a 
revolution. Inherent in such an 
environment are a number of 
challenges that will bring significant 
change to the organization. 
"Rising health care costs are 
putting tremendous pressure on 
the industry," says Cascone. "Our 
challenge at BCBSF is to bring a 
variety of products to the market 
that will offer affordable choices 
to all Floridians. No doubt, this is 
much easier to say than it is to 
accomplish." 
"We need to work collaboratively to 
determine what aspects of our 
health care system add value and 
what do not." 
"Only by working togetl 
we take positive steps tc 
the number of uninsurec 
Florida and across the co 
Scott Serota, president of the Blue Cross and 
Blue Shield Association 
Mike Cascone Jr., BCBSF chainnan of the bo 
convinced that the time for 
collaboration and co�promise is 
here. There will never be a better 
chance for change." 
The Blue Foundation for a Healthy 
Florida Inc. is critical to our 
advocacy efforts. By providing up to 
$1 million in grants annually to 
community programs that promote 
the health and well-being of unin­
sured and underserved Floridians, 
it supports efforts to address the 
problems associated with the 
uninsured. 
From the business perspective, 
BCBSF is bringing Empower to 
the market . Empower is our new 
platform for product and service 
delivery that will enable our 
consumers to customize their own 
benefits. BCBSF has sponsored and 
actively supported a wide range of 
legislation designed to expand the 
availability of health care options 
for uninsured state residents, 
according to Cascone. 
Through BCBSA's Health Care Cost 
Campaign, BCBSF can communicate 
with stakeholders and educate con­
sumers on the rising costs of health 
care. As Serota says, "Health care 
costs are driven by utilization, tech­
nology and regulation. We need to 
work collaboratively to detem 
what aspects of our health car 
system add value and what do 
The bottom line is that all stak 
ers must unite and stop blami, 
other for the problem. As Kare 
Ignani, president and CEO of � 
American Association of HealtJ 
says " . . .it is time to stop the bL 
game and get down to collecfr 
fixing the system." 
''We at BCBSA don't believe the 
solve this problem is to point fi1 
Serota says. "It is our proble: 
collectively, and we need to s1 
this problem on a collective b 
It is estimated that by 2009, more than 55 
mi l l ion Americans will be uninsured if 
current health care trends continue. 
Death rates from breast cancer are 40 to 60 percent higt, 
uninsured women than they are for those who are insur 
Uninsured children are 30 percent less 
l ikely to receive timely medical attention 
for conditions l ike ear infections and 
pneumonia than children who are covered. 
U ninsured adults are hospitalized 50 percent 
more often than the insured for treatable 
ai lments such as diabetes and pneumonia.  
Florida employers offering health coverage to their workers 
from 91 percent in 1999 to 77 percent in 2001 . 
Approximately 46 percent of Florida employers believe the 
to drop coverage if health costs continue to climb at their c 
double-digit annual pace. 
When health insurance premiums rise 1 percent, as man 
1 7,000 Floridians lose their coverage. 
1T• 
e will never be a better 
ce for change." 
�pper, executive director for the Center for 
Health Refonn 
·eatening illnesses and cannot 
:lrd preventative care and there­
e don't receive preventative 
atment. Instead, the uninsured 
it until an illness becomes a life 
death situation, and then end up 
the emergency room. In many 
,es, the uninsured visit the 
ergency room as their primary 
"It's time to do the right thing."  
Susan Dentzer, correspondent, The Public Broadcasting Service 
program, The NewsHour with Jim Lehrer 
care cost, 300,000 people lose 
health insurance," Serota says. "It 
is clear that the cost of health care 
is a key element in solving the 
uninsured problem." 
Costs associated with name brand 
prescription drugs contribute to the 
problem. For example, last year 
with the University of North 
Florida. Susan Dentzer, on-air 
health correspondent for the 
Public Broadcasting Service 
program, The NewsHour with 
Jim Lehrer, moderated a panel 
discussion with experts from 
throughout the United States. 
Lear that the cost of health 
the makers of Vioxx 
spent over $160 
million in advertis­
ing - which is 
The public has a dawning 
awareness that, without meaning­
ful change, the American health 
system is unsustainable. While 
none of this is particularly new, 
Dentzer unleashed a call to action 
to all participants. Dentzer says 
that all stakeholders must unite 
a key element in solving the 
lred problem." more than PepsiCo 
and Nike spend. To 
off set these and 
ans of regular care. Multiply 
s situation by the hundreds of 
,usands of those uninsured and 
, easy to see why our hospitals 
ur millions of dollars in costs 
,sed on to all consumers in all 
as of the economy. 
,tt Serota, president of the Blue 
JSS and Blue Shield Association 
:BSA), says the key drivers of 
11th care cost are hospital, 
irmacy and physician services. 
dical costs consistently rise 
ter than the rate of inflation. 
)wing supply and utilization of 
hnology contribute to costs in 
:h of these critical areas. "For 
:ry 1 percent increase in health 
:ives SC\.l'.\IER 2002 
other costs incurred in the health 
industry, companies like BCBSF 
have to raise rates. 
BCBSF realizes the uninsured 
issue is at a critical turning point 
and is actively engaged in 
addressing the problem from 
both the advocacy and the business 
perspective. BCBSF has an active 
workgroup that focuses specifically 
on the uninsured. 
Most recently, BCBSF sponsored 
a forum entitled "The Future 
Uncovered: Face the Challenges 
of the Uninsured" as part of the 
ongoing BCBSF Health Issues 
Lecture Series in partnership 
to control health care costs while 
simultaneously addressing the 
problem of the uninsured. 
BCBSF recently announced a 
grant to the Center for Practical 
Health Reform, a national 
organization dedicated to the sole 
purpose of reforming our current 
health care system. As Brian 
Klepper, executive director for 
the Center for Practical Health 
Reform says, "Health care is in 
danger of pricing itself out of the 
market for many Americans. 
We've talked about the problems 
until we're blue in the face. 
Most special interests are finally 
Providing an array of choices can 
create tension and conflict in an 
organization. ''We will live in a 
world of multiple choices (HM Os, 
PPOs, Empower, Integrator, etc.) 
for at least the next five to 10 
years, making for a very complex 
business environment," says 
Grantham. ''We need to position 
our products as an array of 
choices rather than as competing 
product lines so that we don't 
confuse our customers." 
Another challenge is the aging 
Medicare program, which is 
now 37 years old. "It is clear 
that the program will undergo 
substantial changes that will have 
a major impact on Florida and 
our Medicare risk and Medicare 
supplement products," adds 
Cascone. ''We want to continue 
to serve Florida seniors to the best 
of our ability." 
To meet these and other 
challenges means the organization 
must become even more customer 
focused. ''We need to realign some 
of our basic core processes and 
institutional behaviors to strength­
en our external focus," says 
Lufrano. ''We can start by asking 
ourselves daily a couple of 
important questions: 'What do 
consumers value? Why would 
they want to have a relationship 
with BCBSF? And, is what I'm 
doing making a positive difference 
for our members?"' 
·,. ,'�1'.i'�i'i_\'·, 
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C OMMITMENT TO 
EMPLOYEES AND MEMBERS 
Our commitment to employees 
and members is embedded in our 
corporate values: Members are our 
reason for being, and employees 
are our number-one asset. ''We 
have a very caring, world-class 
group of employees," says Lufrano. 
''We are working to build capabilities 
and improve processes to make 
sure our folks are equipped to get 
the job done for our members." 
As the industry continues to evolve, 
the roles and responsibilities of our 
employees are going to be signifi­
cantly different. Continuous learning 
and improvement are keys to our 
success - another important 
corporate value. "More than ten 
years ago, very few people came 
onto the job market with PC skills. 
Now almost everyone has PC 
skills," says Cascone. "Transitioning 
our employees to the new 
knowledge, skills and abilities 
needed for the next five to 10 
years is a major challenge. We 
want to ensure that our employees 
get prepared." 
"Each of us has a responsibility to 
understand the direction of 
B C B S F S E N I O R  
Mike Cascone 
Chairman and CEO 
Corporate Strategy Committee 
our company," says Grantham. 
"Leadership needs to reach out 
to effectively communicate with 
employees, and employees need 
to seek out understanding." This 
shared responsibility is the basis of 
how our company can successfully 
live up to our promise to provide 
caring solutions. 
Our values and beliefs, our brand 
promise and our enterprise vision all 
underscore BCBSF's commitment to 
the people of Florida. However, the 
one thing that distinguishes us the 
most is our employees. 
''When some body asks me what am 
I most proud of at Blue Cross and 
Blue Shield of Florida," says 
Cascone, "my answer is always the 
same and from the heart: the way 
our employees give back to the 
community." For the third year in 
a row, BCBSF employees are the 
nurn ber one employee-giving 
group to United Way in Northeast 
Florida. Through our Blue 
Community Champions program 
and other initiatives, thousands of 
employees volunteer to improve the 
lives of their fell ow Floridians. 
"That is what I am most proud of," 
concludes Cascone. � 
L E A D E R S H I P ·  
Bob Lufrano 
President and COO 
Bruce Bagni, Barbara Benevento, Mike Cascone, Chris Doerr, Joe Grantham, Russ Jollivette and Bob Lufrano 
Office of the CEO 
1 Mike Cascone, Bob Lufrano, Bruce Bagni, Chris Doerr and Joe Grantham 
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Our enterprise vision is to be a company focused primari ly on the health 
industry, del ivering value through an array of choices. Based on today's 
turbulent health care environment and industry trends, our  current prod­
uct portfolio is at the end of its l ifecycle. As a result, we are reinventing 
our health business and transforming into a health plan that meets the 
needs of target segments in  a competitive way. 
"The needs of our customers, employers and their employees are changing," 
says Ken Sellers, South Geographic Business Unit group vice president. 
"Blue Cross and Blue Shield of Florida (BCBSF) cannot offer the same health 
care products and expect continued success. In response to the changing 
dynamics in the health care marketplace, BCBSF is developing new products 
and services to meet the needs of employ.ers and individuals." 
1 4  perspectives 
Tony Benevento, vice president 
of the Florida Group Segment, 
reinforces Sellers' point by saying, 
"The products we currently have in 
the marketplace are not going to 
satisfy our customers in the future. 
The customers are looking 
to us for solutions to issues such 
as costs and benefit design. 
Employers also want help involving 
their employees in the purchasing 




of the ■ 
u n 1 ns 
EVERYONE INTHE HEALTH INDUSTRY ISTALKING ABOUT " IT." SMALL BUSI-
NESS OWNERS WANT SOMETHING DONE ABOUT " IT." ADVOCACY GROUPS 
ARE SPRINGING UPTO TAKE ACTION ON "IT;' AND BLUE CROSS AND BLUE 
SHIELD OF FLORIDA (BCBSF) IS PLAYING A SUPPORTING ROLE TO ADDRESS 
THE RESOLUTION OF " IT." WHEN STAKEHOLDERS FROM VARYING POINTS 
OF VIEW COME TOGETHER TO DISCUSS " IT;' ACTION IS BOUND TO OCCUR 
- ANDTHAT IS EXACTLY WHAT " IT" NEEDS. 
�: . � � :\ii, 
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What is this problem that ha:  
plagued our country for almc 
two decades and is progressi 
becoming worse? "It" is the is: 
the uninsured. In the United S 
more than 39 million people a 
uninsured. Florida exceeds tl 
national average for the unins 
More than 2 million people 
are without coverage in Florid 
and 400,000 of those individua 
are children. 
Why should BCBSF and we, a: 
individuals, care about the 
uninsured? Many uninsured 
individuals have chronic and · 
c o n t i n u e d  o n  1 
� 
us try, delivering value through 
array of choices - sets forth 
· future intent. It answers the 
�stion, "What do we want to 
" A vision "visualizes" the 
ired ideal state of the future 
anization. It is our intent to 
> In  the Health Business Sector, 
we wi l l  focus on developing 
and implementing new hea lth 
ca re products and services that 
respond to our v is ion of 
"del ivering va lue through an 
array of choices:' 
he focus O f  a l l  we d I S  
lver value in the health industry 
)ugh an array of choices to our 
mbers and a]l Floridians. 
tieving ow· strategic direction 
l ensuring our future success 
uire that we excel above and 
ond our competitors. Excellence 
1es through focus on meeting 
· members' needs and a com­
ment to continuous improve­
nt. Three areas of excellence 
·e been identified as critical to 
success in today's environ-
nt and marketplace. They are: 
organizational effectiveness, 
information management and 
brand management. 
he coming months, we will be 
·king to define further what 
company needs to do to attain 
ellence in these areas. 
' enterprise .strategic direction 
_ be carried out through four 
iness sectors - each with a 
cific focus on delivering 
duels and services to our 
tamers and the health industry: 
ves SUMMER 2002 
o u r m e m b e rs a n d t h e i r 
c o m m ' -----......... --"' · 
> Th rough  o u r  Diversified 
Business Sector , we wi l l  offer 
other  l ife-care products such as  
l ife i nsurance, dental i nsurance, 
workers ' compensation, d isabi l ity 
i nsura nce and short- and 
long-term care. 
> Our Government Business 
Sector wi l l  create va lue through 
innovative products and services 
that leverage our expertise and 
experience to new markets and 
customers, i ncl ud ing consu lting  
services on fraud, i nformation 
technology and Hea lth Insu rance 
Portabi l ity a nd Accou ntabi l ity Act 
( H IPAA) compl iance. 
> Our  E-Business Sector wi l l  
identify opportun ities to leverage 
our ente rprise assets - products, 
services, capabi l it ies, information  
and systems - i nto new business 
ventures that wi l l  expand our  
reach i n  the  marketplace and  
provide so l utions to  the  overa l l  
hea lth i ndustry. 
We each have an important role 
and responsibility to demonstrate 
through our behaviors and actions 
(values) that the focus of all we 
do is our members and their 
communities (mission). With an 
understanding of our future goals 
(vision) , it will take each of us 
working together to ensure we 
continue as the leader in Florida's 
health industry (areas of excellence) , 
upholding the commitment we 
have made to our members and 
all Floridians. 
Take a moment and send us yotff 
nomination for employee(s) who 
are In Focus. Email your nomina­
tions to Blue Views, including the 
name of the employee(s) or area 
you're nominating and why you 
believe they should be spotlighted 
in an upcoming issue. � 
Because BCBSF recognizes that 
our company needs to change in 
order to continue to serve our 
customers, it is undergoing a 
transformation. One component 
of this transformation is Empower. 
Formerly known as the Platform 
for Affordable Choices (PAC), 
Empower is a new benefits 
program that enables employers 
lo provide new and additional 
product choices Lo their employ­
ees. Empovver extends beyond 
health care coverage by including 
access to dental, accident, disabil­
ity and dismemberment (AD&D), 
life insurance and other products 
and services. 
BlueOptions is the family of 
health plans offered through 
Empower. BlueOptions health 
plans provide more choices to our 
members, assist employers in 
managing rising health care 
costs and simplify administration 
for providers. 
n . . 
Choice is multi-dimensional, 
relative and evolutionary. There are 
different points of choice related Lo 
BlueOptions. Employers can choose 
up to six health plans from a 
selection of more than 30; employees 
choose their health plan based 
on their individual needs; and 
consw11ers choose the hospital they 
need care from and how much 
they ·want lo pay fo,· that hospital. 
Kenevenlo emphasizes that 
Empower vvill assist employers 
in continuing lo offer health care 
coverage. "BlueOptions provides 
employees with a stable cost 
structure and will shield them 
from the double-digit increases 
they have been experiencing," 
Benevento says. 
The dramatic changes in the health 
care marketplace require BCBSF to 
be flexible in its development of 
Empower. Already the company has 
made necessary adjustments 
to Empower lo meet changing 
consumer demands. 
"A lot of thought has gone into the 
development of Empower," says 
Joyce Kramzer, group vice president 
of the North Geographic Business 
Unit. "BCBSF is dedicated to 
creating and implementing this 
benefits program. Numernus 
challenges were encountered 
during Lhe design process. An 
ever-changing marketplace, 
difficult provider relationships and 
rising medical costs are issues that 
have affected the Empovver 
implementation. Yet 
with every challenge, 
BCBSF continues 
to work towards 
finding solutions." 
BCBSF will ensure that 
necessary adjustments 
continue Lo be made to 
Empower and the 
BlueOptions family of 
': . .  BCBS F is  developing PJ 
n ew p rod ucts a nd se rv ices to 
m eet e m p l oye rs' a n d  
ind ividua ls' needs." 
empower 
Putt ing the power of cho ice i n  you r  hands . 
SL l\t'\IER 2002 perspectives 1 5  
'' Every employee p lays a crit i ca l 
ro l e  i n  the success of Empower a nd 
the enti re busi ness tra nsformation effort:' 
health products offered through it. 
Empower and its health plans are 
evolving. What they look l ike today 
will be different from what they will 
CURRENT STATUS: 
We a re s imu ltaneously bu i l d i ng  
B l ueOptions networks i n  South 
F lorida and Pensaco la. E m power 
wi l l  be implemented i n  both 
Pensaco la and South F lorida 
th is  yea r. 
• Statewide, 1 6  hospita ls s ig ned 
NetworkB lue  contracts. 
• More than 4,000 Flo rida 
physic ians have submitted 
appl ications to pa rtici pate i n  
NetworkB lue. 
• Two service teams are ded icated 
to Em power customers :  
( 1 ) Web Enro l lment c1
.�
2 J3enififs ·
. Service Organ ization\(V'{EB�O) · 









Empower Member  Service 
·ii:� -�, • .,,. Organization (EMSO) Jor nrig9ing, 
service. They a re tra i ned,i,inct" 1 
ready to meet the needs -��, ... 
Em power mem�:-
rs:_:::.", ; ·':c,' . •·  
• •·:""-, • ..,,•.�:;,.. a.·• . • . • 
"lt��•j� 
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look like next year. The marketplace 
and consumer demands are quickly 
changing. Empower is committed to 






The vision for the Health Business 
Sector is providing health care 
choices through products and 
services that meet our customers' 
needs. To remain in pace with 
marketplace changes, Empower 
needs support from the whole 
company. 
Nick Stam, group vice president 
of the Health Business Sector, says, 
"BCBSF is committed to offering 
an array of choices by launching 
Empower. As Empower continues 
to evolve, we will share more about 
your specific role in this exciting 
initiative. Every employee plays a 
critical role in the success of 
Empower and the entire business 
transformation effort." 
Empower is just one initiative in 
BCBSF's transformation. For more 
than 55 years, BCBSF has been the 
health insurer on which Flmidians 
rely. Because our company is 
willing to change as consumers' 
needs change, we will continue to 
be the marketplace leader. � 
11 
s 
o u r 
For more than 55 years, BCBSF has been dedicated to providing caring 
solutions designed to protect the health and well-being of our members 
and their loved ones. We are proud to be the health industry leader in 
Florida, working hard everyday to earn the continued respect and trust of 
the more than 6 mi l l ion Floridians we serve. 
To ensure our continued success, our members musl be al the center of 
all we do. They must be the focus of how we plan, how we act and how 
we determine success. Our future success depends on each and every one 
of us being In Focus. 
We are pleased to announce a new section of Perspectives that will spotlight 
individuals, teams or areas that exemplify behaviors or actions that are 
In Focus with our enterprise strategic direction. We want to celebrate those 
employees who demonstrate that our members are their reason for being. 
Our enterprise strategic direction guides the enterprise in achieving 
future success. It has four key elements: our values, our mission, our 
vision and our areas of excellence. You've probably heard about each of 
these but may be confused as to how they aJl fit together. Which one 
should guide you as you perform your daily job? Our values? The vision? 
All of them? The answer is yes - and yes. Each of these work together to 
keep us In Focus on our members. 
Our values are the cornerstone of all we do. They are embodied in our 
mission and vision. We express them through our behaviors, actions, 
and business decisions. 
> Members are our  reason for bei ng. 
> Our emp loyees a re our n u m ber  one asset. 
> We respect i nd iv id u a l s  a n d  va l u e  tea mwork. 
> Cont i n uous  l ea rn i ng  and  i m provement  a re the keys to o u r  success. 
> Al l of our decisions wi l l  be based on our eth ical standards of honesty, 
fai rness and integrity. 
. .,,,,,,, 
The board of directors adoptt= 
an enterprise Beliefs and Vall 
Statement in July 2001 .  We b 
adopted this statement as our 
enterprise mission. A missic 
sets forth the purpose of an 
organization; it answers the 
question, "Why are we here? 
Paraphrased, our mission is l 
a community-driven, custom< 
focused organization: 
> comm itted to the pub l ic go 
> adva nci ng the h ea lth and 
wel l -bei ng of  F lor id ia ns; 
> worki ng for an exce l lent, 
effic ient hea lth system; 
> provid i ng  affordab le  produ, 
and services; and  
> helping the state find solutio1 
the un insured and u nderi nsl 
As an independent, policyholc 
owned Blue Plan, we will sup 
the delivery of high quality cc: 
We will go beyond the traditic 
role of an insurer by promoti1 
health and wellness progran 
for the general public throu{ 
community giving and volunte• 
Our enterprise vision - a corr 
focused primarily on the healt. 
c o n t i n u e d  o n  n e x t  
Slth►Ml!Pilto� 
lfe.W 
aving trained in art, advertising, 
tarketing and website design, I 
,ok at Perspectives from multiple 
�rspectives of my own. I applaud 
te layout and feel of our employee 
.agazine. It is enjoyable to see, 
.easant to view and produced to 
line the light of understanding 
1 our work. 
un even more impressed when 
take a deeper view into the 
�riodical and see our people 
:presented. We are a group of 
>mmitted professionals dedicated 
the success of an operation that 
uches the lives of millions of 
!Ople. The track record of BCBSF, 
1d now FCSO in managing the 
edicare contract, is unequalled. 
.hank my fell ow employees for 
�lping model the corporate 
taracteristics that make working 
!re an honorable duty. I know 
hen others read Perspectives, 
ey are taking deeper views into 
tr culture too. 
ark Dougherty 
rst Coast Service Options, 
edicare B Claims Processing 
the Spring 2002 issue of 
rspectives, I read the article 
Ltitled, "Our Commitment to the 
:tives I SG\I\IER 2002 
Communities We Serve." The 
spotlight on the six volunteers 
and their efforts certainly reminds 
us of how much the spirit of 
volunteerism lives within the 
employees of our organization 
and touches so many lives around 
the state. 
Each volunteer in their own way 
made contributions that will have 
a lifelong impact. Hopefully this 
article vvill inspire and encourage 
everyone to become involved in 
his or her community as well as 
continue to motivate those who have 
already made the commitment. I 
hope we all take advantage of the 
many opportunities to serve our 
communities. No contribution is 
too small. I look forward to 
reading more articles about 
other BCBSF volunteers who are 
making a difference. 
Brenda Smith 
Product Services/Delivery 
> I enjoyed reading the article, 
"All in a Day's Work" in the 
Spring 2002 issue. It is helpful to 
gain employees' viewpoints on 
the impact they have on our 
customers so that those of us in 
the corporate areas of BCBSF 
have a better understanding of 
how we can better support them. 
I would like to see more of these 
types of articles. 
Ang Pracher 
Human Services Group 
> I thoroughly enjoyed the article, 
"Touching the Lives of our 
Members." Many years ago I was 
in Customer Service, and one of 
our biggest advocates was the 
account manager. We had very 
healthy relationships that worked 
in both directions. From time 
to time, we would need the 
assistance of the account manager 
for clarification of a benefit 
question. Since they have the 
face-to-face contact with the firm, 
they were helpful on more than 
one occasion. 
It was excellent to see this type of 
article and read that Jimmy Kelly 
is still doing an outstanding job. 
Keep up the great work! 
Scott Hartsfield 
IT Resource Management 
Send us your  Point of View. 
You can submit your  letter to the 








The second round of BCBSF 
BlueNews Seminars in January 
and February was packed to 
capacity. BCBSF had to limit 
attendance at nine of the seminars 
due to the overwhelming response. 
In all, more than 2,600 participating 
providers (physician practices, 
hospitals and ancillary facilities) 
attended the 21 sessions. Seminars 
were open to all participating 
providers and their staff members. 
"BCBSF is continuously looking 
for ways to improve our relation­
ships with providers," says 
Director John Kelley, Delivery 
System Strategy, Policy and 
c o n t i n u e d  o n  n e x t  p a g e  
st '\ I \ IEH 2002 perspectives 1 7  
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Provider Communication. "One 
of the most effective ways we 
have found to do that is through 
the provider seminars. A range 
of business issues and information 
is exchanged, and issues are 
captured for continuous improve­
ment efforts." 
According to Herta Wiesike in 
Health Care Services, two factors 
have made these seminars 
successful. "Great teamwork 
from many areas in the company 
enables us to cover a variety of 
important topics such as claims 
processing, BlueCard, HMO 
authorization requirements and 
Federal Employee Program 
benefit changes," Wiesike says. 
"These seminars provide an 
opportunity for the providers' 
staff to ask questions and offer 
suggestions for improvements." 
Debbie Williams, special projects 
consultant in Health Care 
Services, helped coordinate the 
seminars. "Many BCBSF BlueNews 
participants were business 
managers of providers' offices," 
Williams says. "The seminars 
provided opportunities for 
personal interaction while sharing 
information and responding to 
their questions." 
"We saw a lot of interest and a lot 
of need for the sessions," says 
Charlene 'Iinnesz, a Vntual Office 
(VO) business consultant who 
helped coordinate the seminars. 




groups to grasp 






These seminars also provide 
important information about elec­
tronic claims and their cost eff ec­
tiveness. For example, an Availity 
presentation demonstrated that 
paper transactions take 20 min­
utes and cost $5 to process, while 
an electronic transaction takes 
one minute and costs 25 cents. 
The Electronic Data Interchange 
(EDI) presentation demonstrated 
how to retrieve Claims Return 
Reports and, for as little as $50, 
connect to BCBSF for electronic 
claims submission. Such informa­
tion gives small physician offices 
knowledge that can increase their 
net profit. 
"Electronic connectivity helps 
the provider organization, helps 
us and ultimately helps our 
members," Tinnesz says. "Claims 
are processed more quickly, getting 
referrals is timelier and it's a better 
experience for our members. We 
can't control Lhe experience our 
members have in the provider 
organization, but we can influence 
it - and this seminar series is a 
way to do that." 
Fran Watkins, a director in the VO 
Business Unit, says there has been 
a small but steady increase in EDI 
InSights 
perspe c t i v es 
4 Point of View 
This new section provides an opportunity for employees to submit letters 
to the editor about issues covered in Perspectives. 
5 In Focus 
Sharpening our sight 
Our future and success depend on each and every one of us being In Focus. 
This new segment will spotlight individuals, teams or areas that are 
In Focus with our enterprise strategic direction. 
7 The problem of the uninsured 
Why should BCBSF and we, as individuals, care about the uninsured? 
BCBSF has a strong community commitment and is concerned about the 
more than Z million uninsured in Florida. 
1 0  Our leadership is a value-based, team approach 
Perspectives had the opportunity to sit down and talk with the leaders of our 
company. Read about their insights and find out how they work together to 
keep us on track. 
Editor: Associate Editor: 
1 4  Empower: evolvini 
meet customers' neec 
In response to the health care 
marketplace, BCBSF is developi 
new products and services. 
Empower extends beyond heal 
care coverage to provide new c 
additional product choices for 
employers and individuals. 
1 7  Improving our 
relationships with he 
care professionals 
BCBSF is continuously looking 
ways to improve our relationsb 
with providers. The BCBSF 
BlueNews Seminars educate 
network providers about our 
processes, products and procec 
Perspectives is also available 01 
Intranet at blueviews.bcbsfl.com 
STEPHANIE EDWARDS 
Director of Public Relations 
& Corporate Communications 
Cover Photography: KELLY LADUKE 
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A P T 0 
,nterprise strategic direction guides' the enterprise in achieving future 
,ss through its four key elements - our values, our mission, our vision 
:>ur areas of excellence. As an independent, policyholder-owned Blue 
BCSBF has a unique role in advancing the health and well-being of 
ta's citizens. We will support the delivery of high-quality care and will go 
�d the traditional role of an insurer by promoting health and wellness 
·ams for the general public through community giving and volunteerism. 
aore than 55 years, BCBSF has been dedicated to providing caring 
ions designed to protect the health and well-being of our members 
heir loved ones. We are proud to be the health industry leader in 
ia, working hard everyday to earn the continued respect and trust of 
10re than 6 million Floridians we serve. 
y's economy, our marketplace and the health -industry are in 
ant, dramatic change. Experience has taught us that if we identify and 
tor fundamental forces of change and adjust our strategies and plans 
cessary, we'll be better prepared to adapt to change. Inherent in such 
vironment are a number of challenges that will bring significant 
�e to the organization. That makes it vital for the enterprise - that is 
f and all of its subsidiaries - to balance our core health business 
broader opportunities in the overall health industry and stay on the 
path. 
omic slowdown, increased competition and public policy issues 
nly some of the environmental forces facing BCBSF. Our leadership 
s together in a Learn-based approach to address these issues in 
ng with enterprise strategic direction. They act as our compass, 
1g us in the right direction on our journey toward continued success. 
1gh Empower, we are offering new products and services to provide 
md additional choices for individuals supporting the delivery of high 
y care. BCBSF recently sponsored a forum that discussed the problem 
: uninsured to help advance the health and well-being of Florida's 
ns. The BCBSF BlueNews Seminars aim to improve relationships 
•ves Summer :2002 
SUCCESS 
,'Vi.th our health care professionals 
supporting the delivery of high­
quality care. 
To better serve employees, 
Perspectives is excited to present 
two new sections in the publication. 
Point of View is an opportunity 
for employees to tell us what they 
think about issues in the publica­
tion. In Focus states that our 
line of sight is our members and 
spotlights individuals, teams or 
areas that are In Focus with our 
enterprise strategic direction. We 
will continue to provide employees 
with information that demonstrates 
that employees are our number 
one asset. 
Achieving our enterprise strategic 
direction and ensuring our future 
success requires that we excel 
above and beyond our competitors. 
Excellence comes through focus 
on meeting our members' needs 
and a commitment to continuous 
improvement. To be successful, 
our actions must align mth 
enterprise strategic direction -
our road map to success. � 
ON THE COVER 
�m,mmm ©!G,Diiffi'Wlm:O, 
transactions since the second 
round of seminars. In fact, the 
seminars generated more than 
500 requests for information and 
follow-up about EDI. 
''We sometimes forget how complex 
an organization we are," Watkins 
says. "Once they have the basics, 
providers can file a claim. But 
knowing how to fiJe a claim doesn't 
mean they always understand 
where to send a claim. Sometimes 
their patient is a member of 
another Blue Cross and Blue 
Shield plan. It can be confusing to 
know whether to send it to us or 
to another plan. At the seminars, 
they get the tools to know where 
to send the claim." 
"Many physicians were not aware 
of the impact of the Health 
Insurance Portability and 
Accountability Act (HIPAA), and 
while we can't tell physicians and 
providers what to do - we've 
heightened their understanding of 
HIPAA," Watkins says. 
VVilliams says, "Provider offices see 
firsthand that we are working to 
continually improve our processes, 
and they get a better understanding 
of why we do business the way we 
do. They can see we're not just a 
building or a voice. The more we 
meet our providers face-to-face, the 
more they view us as an advocate for 
our members and them." 
The high approval 
new and innovative presentations 
each time," Williams says. 
Watkins says, "I'm so proud of 
BCBSF for this cross-functional 
team that came together to 
present these seminars. If the 
ratings of the 
seminars - 97 
percent rated 
them as good 
or excellent -
reinforce the 




BCBSF is continuously 
looking for ways to improve 
our busi ness re lationsh ips 
with providers." 
affirm the value 
of cross-functional 
teamwork. A third set of BCBSF 
BlueNews Seminars is planned 
for Fall 2002. Wiesike says that 
planning for these seminars has 
begun. A trade show in October 
will enable providers to visit 
BCBSF booths on various topics. A 
trade-show atmosphere mll enable 
provider offices to attend while 
accommodating their busy schedules. 
"Because people from different 
areas of the company collaborate, 
we're better able to incorporate 
provider does it right the first 
time, our own overhead is 
reduced and our members don't 
have to experience follow-up 
work on referrals or claims. It 
creates a mn-win situation for 
everyone." � 
SL \t\lEH 2002 perspectives 1 9  
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With affordable plans from BJue Cross and Blue Shield of Florida, you can give your employees health care cover­
age that shows you understand what's important to them. We have more than 50 years experience helping Florida fam­
ilies, and customer service representatives dedicated to answering the questions your employees have about Lheir 
coverage-so you don't have to. For more information, call your local representative or insurance agent, or visit 
us at www.bcbsfl.com. The best health plan is the one you don't have to think about:m 
19914 - 0 4 01 www. bcbsf l .com 
